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NAB Board Considers 


Ignorance Cause 
of Display Loss, 
PoPAI Warned 


Lillard, GF Exec, Says 
Sponsors Fail to Learn 
Dealers’ Wants, Needs 


New YorK—The shift from 
counter service to self-service in 
grocery outlets puts new impor- 
tance on food point-of-purchase 
material, W. P. Lillard, sales pro- 
motion manager of General Foods 
Corp., told the annual Point of 
Purchase Advertising Institute’s 
display advertising symposium last 
week. ; 

He. estimated that about 80¢ of 
each food dollar is now spent in 
self-service stores. He also cited 
surveys showing that 76% of wo- 
men shop from memory (i.e., 
without a list), that 66% buy on 
impulse and 91.8% shop in per- 
son. 

He warned the group that many 
signs show “people are building 
an immunity to advertising in both 
the printed and spoken form,” and 
insisted that generalities, far- 
fetched comparisons, incredible 
claims and unrealistic situations 
are inadequate. 

“Much display material sent to 
grocery stores is never used,” Mr. 
Lillard reported, and urged check- 
ing with the field to determine ac- 
ceptance of the material the trade 
needs. 


w General Foods, which spends 
more than $1,000,000. on display, 
intends to use its salesmen to sur- 
vey grocers repeatedly, with the 
sales force’s findings tabulated on 
IBM cards. About half of display 
material is wasted, Mr. Lillard 
said. 

The display sponsor, he con- 
tinued, should realize that the gro- 
cery store operator will accept 
anything he can be convinced will 
help him to sell more; the problem 
is persuading him that his space 
can better be used for display than 
for stacking goods. The real test 
of a display piece, in his opinion, 
is not whether food manufacturers 
like it, but whether grocers like it, 
and “our task is to determine more 
accurately just what the grocer 
wants.” 

He thinks lack of knowledge of 
dealers’ needs is responsible for 
much of the waste in display. The 
second major factor is sending too 
much material for the dealer’s 
needs and space. 

He said food manufacturers in- 
terested in display should acquire 
expert knowledge of the problem, 
should experiment to see what 
dealers want and should concen- 
trate on supermarkets and chain 
stores. 


ws E. L. Reibold, sales promotion 
manager of Cluett, Peabody & Co., 
recited the force of national ad- 
vertising backing displays. On an 
average, an Arrow ad runs every 
six days in a national magazine, 
along with a newspaper campaign, 
plus television. He said Arrow’s 
fall campaign in magazines would 
(Continued on Page 77) 
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oa the Important Subject of 
AMMONIATED DENTIFRICES 
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IT’S DIFFERENT—Amurol Products Co. 
launched its first consumer campaign in 
the ammoniated dentifrice field with this 
newspaper copy last week. Both news- 
papers and magazines will be used, 
through Jones Frankel Co., Chicago. 


Begins Consumer 
Ads for Amurol 


Tooth Powder 


Sterling Also Starts 
Copy for Its Entry in 
New Dentrifice Field 


Cuicaco—Amurol Products Co. 
last week jumped into the in- 
creasingly competitive battle for 
public favor in a new field—the 
sale of ammoniated dentifrices. 

Newspaper and national maga- 
zine copy for Amurol, its entry 
in the fight, will ‘be rigidly 
governed, however, by a four-man 
board set up by the University of 
Illinois Foundation. While some 
of its competitors may make ex- 
travagant claims, Amurol will 
point out that its tooth powder has 


been accepted for clinical trial] ° 
by the Council on Dental Thera-. 


peutics of the American Dental 
Association. 

Amurol broke its consumer cam- 
paign with 1,500-line ads last week 
in the Chicago Tribune and Daily 
News, as a special message ad- 

(Continued on Page 8) 


An Understatement 


is full of persuasive 
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Retailer Urges 
Co-op Efforts 
to Save Brands 


New YorK—The only way to 
combat the growing challenge of 
private label brands is for national 
brand owners to launch an ag- 
gressive advertising and selling 
campaign in cooperation with re- 
tailers, Charles B. Dulcan Sr., 
vice-president and general man- 
ager of the Hecht Co., Washington, 
told a retail clinic held during 
Brand Names Day here April 12. 

Mr. Dulcan was presented with 
the award of “Retailer of the Year 
in Brand Promotion” by Samuel 
J. Cohen, sales manager of Lit 
Bros., Philadelphia, who is chair- 
man of the retail advisory com- 
mittee of Brand Names Founda- 
tion. 

Mr. Cohen said Mr. Dulcan’s 
suggestion “can be the start of 
the greatest newspaper advertising 
and promotional campaign in the 
history of American retailing, and 
is only waiting upon the early de- 
cision of a majority of brand name 
manufacturers to meet the public’s 
demand for better values now.” 


ws At the luncheon sponsored by 
the association, John Foster Dulles, 
U.S. delegate to the general as- 
sembly of the United Nations, as- 
serted that while the UN is doing 
a good job, it “has been the victim 
of free advertising by well-mean- 
ing but over-enthusiastic and in- 
experienced friends.” 

“You gentlemen,” he said, “are 
experts in the art of developing 
reputations for your branded prod- 
ucts. You can, therefore, appreciate 
the present predicament of the 
UN. It was held out as being a 
cure-all, and now it is seen to be 
much less than that. 

“If, today, the public bought 
a particular make of automobile 
because it was advertised that it 
would go 100 miles an hour on 
(Continued on Page 82) 
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YEAR’S THEME—Admiral Corp. opens a 

new drive for its Dual-Temp refrigerators 

this week with this 1,700-line ad in news- 

papers in 110 cities. That flavors don’t 

mix will be Admiral’s dominant theme 
this year. (Story on Page 6.) 
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NAB Will Seek 
Big Promotion 
Fund for Radio 


CuicaGo—The board of directors 
of the National Association of 
Broadcasters last Thursday voted 
establishment of a Broadcast Ad- 
vertising Bureau, with an initial 
appropriation of $220,000. 

The Broadcast Advertising Bu- 
reau, or BAB, will seek to sell ra- 
dio as an advertising medium, just 
as the Bureau of Advertising has 
sold newspapers. It is scheduled 
to go into operation by June l, 


(Continued on Page 80) 


Last Minute News Flashes 


Buick TV Show May Take Texaco NBC Spot 


New YorK—Buick’s new hour telecast, starring Olsen and Johnson, 
may take over the Tuesday 8 p.m. time spot on NBC when Texaco 
gives Milton Berle a vacation starting June 14. When Texas Co. re- 
turns after a 13-week hiatus, Olsen and Johnson will move to another 
time. Kudner Agency, which handles both shows, had originally 
planned to put the Buick program on CBS but ran into difficulty with 


time clearance. 


Avianca Newspaper Ads Announce Service 


New YorK—Aerovias Nacionales de Colombia (Avianca) is an- 
nouncing in ads in newspapers in New York, Washington and Miami 
its new direct New York-Bogota air service, which leaves New York 
Thursday and Sunday mornings. Wendell P. Colton Co., New York, is 


the agency. 


Y&R’s Hoover Reported Going to Time, Inc. 

New York—Lawrence G. Hoover Jr., formerly manager of the pub- 
licity and public relations department for Young & Rubicam, New 
York, reportedly will join Time, Inc., on May 15. Henry F. Woods Jr., 
formerly public relations supervisor, succeeds Mr. Hoover as depart- 
ment manager. Harold A. Smith continues as director. 


Orr Names Baxter V. P. of Creative Production Board 


New YorK—John H. Baxter, former manager of the copy department 


at C. J. LaRoche, Inc., New York, 


has joined Robert W. Orr & Asso- 


ciates, New York, as vice-president in charge of the creative production 


(Additional News Flashes on Page 81) 
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Division 
Miller Reelected for 
Five-Year Term; Next 
Meet Set for Chicago 
Cuicaco—Prospects for a reor- 
ganization of the National Associa- 
tion of Broadcasters to include a 


section of television broadcasters 
seemed excellent last week as the 


Other stories on the NAB meet- 
ing appear in the adjoining column 
and on Pages 4, 33, 38, 47, 52 and 
61. 


board of directors ended its meet- 
ing Thursday evening. 

The plan received the qualified 
blessing of President Justin Miller 
at a press conference early last 
week. Discussions between NAB 
and the Television Broadcasters’ 
Association are still going on, he 
said, despite reports to the con- 
trary. 

While he declined to set forth 
details of such a reorganization— 
preferring to leave that to the 
members and the board of di- 
rectors—he hinted that it might 
provide for separate sections for 
AM, FM, TV and facsimile broad- 
casters. 


# Announcing his acceptance of a: 
new five-year contract as pres- 
ident, Judge Miller said the next 
five years will see NAB become 
the key organization for all types 
of broadcasters. Asked if the as- 
sociation could continue despite 
competitive selling of radio and 
television, he said that he saw no 
reason why they could not do so, 
and pointed to current contro- 
versies within the ranks as evi- | 
dence that the association can 
maintain an even keel in spite of 
internal disagreements. 

Proposals for including a tele- 
vision section, headed by a quali- 
fied industry man who would hold 
a rank equivalent to Judge Mill- 
er’s, received the endorsement of 
the NAB board. 

Top man for a video section, the 
board agreed, would have to recog- 
nize that his job was to serve both 
AM radio and television. Board 
members concluded that since AM 
is now supporting TV, the new 

(Continued on Page 81) 3 


Alcoholics Ask ; 
Aid of Drinkers 


New YorK—“You can drink. 
Help the alcoholic who can’t. Al- 
coholism is a disease.” 

This appeal is labeled on con 
tainers to be placed in New York 
City bars, taverns and package 
stores beginning in May to raise 
$100,000 for the National Commit- 
tee for Education on Alcoholism. 

The containers will also appear 
in railroad and air terminals, de- 
partment stores, hotels and restau- 
rants, according to Mrs. Marty 
Mann, who founded the committee 
in 1944 with the cooperation of 
Yale University. If the drive is 
successful here it will be extended 
to other cities. 
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TWA Signs 44-Week 
Contract with ANAN 


New YorkK—Trans-World Air- 
lines established what may be a 
precedent in the aviation industry 
late last week when it contracted 
with American Newspaper Adver- 
tising Network for a 44-consecu- 
tive-week newspaper campaign. 

This is said to be the first time 
that any advertiser in the industry 


SUPER SALESMAN : 
satary: 50¢ for life! ! 


Tireless, aggressive. Experienced, 
proven sales producer, good will 
generator. Name: MICRO-LITE, the 
handsome all-purpose miniature 
keychain flashlight imprinted with 
YOUR firm name. Put me to work 
for YOU! I'm-a whiz for new biz. 
For promotional plan tailored to 
YOUR line . . . literature, price list, 
sample, write on your business let- 
terhead to Dept. A-418 
MICRO-LITE CO., INC. 


44 West 18th St., New York City 11 
ee ee ed 
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has used newspaper space in key 
markets with such a high degree 
of frequency and continuity. 

The new contract was signed for 
TWA by Paul Markman, recently 
elected vice-president of Batten, 
Barton, Durstine & Osborn. With 
Mr. Markman at the signing of 
the contract were Lewis Happ, 
BBDO, and Larry Handon and 
Jack Doorty, ANAN. 


Hill-Chase Names Waitt 


Hill-Chase & Co., Philadelphia, 
steel and aluminum distributor, 
has named W. H. Watt Advertis- 
ing Agency, Upper Darby, Pa., to 
handle its advertising. The ap- 
pointment also includes the Hill- 
Chase Steel Co. of Maryland, Bal- 
timore. Trade publications, direct 
mail and financial pages of daily 
newspapers in Philadelphia and 
Baltimore will be used. 


Leishen Named Sales V. P. 


M. Leishen, formerly president 
of Zenith Corp., Los Angeles, has 
been named vice-president in 
charge of sales of Woodstock 
Typewriter Co., Woodstock, Ill. 


Union President 
Helps General 
Mills Create Ad 


MINNEAPOLIS—General Mills, 
which has consistently voiced its 
belief that the best way to explain 
the workings of the business sys- 
tem is for each company to tell 
its own individual story, rather 
than to rely on association or 
canned advertising, will tie in with 
the Advertising Council’s campaign 
to explain the American economic 
system with two special ads ap- 
pearing in April and May. 

The ads, however, are not coun- 
cil ads. They are General Mills 
ads in which an attempt is made 
“to illustrate some of the basic 
truths about our economic system 
with specific examples drawn from 
the company’s own experience, 


facts, figures and policies,” ac- 


Advertising Age, April 18, 1949 


DISCUSS THE ABC’S—Gathered for the ABC stations relations advisory committee 

meeting in Chicago are, |. to r., Harold Hough, WBAP, Fort Worth; Roger Clipp, 

WFIL, Philadelphia; Mark Woods, ABC president; E. K. Hartenbower, KCMO, 
Kansas City, and Bill Grove, KFBC, Cheyenne. 


cording to Sam Gale, vice-pres- 
ident in charge of advertising and 
public services. 

The first of the two, a full- 
color page to appear in The Amer- 
ican Weekly April 17, Life May 9 
and The Saturday Evening Post 
May 21, is unusual in that it was 


2 out of 3 


ehildren... 


Purchases for children in the West, like all other retail sales in the 
great eleven-state market, are on a two of three ratio. That is, two 
of every three dollars are spent in the Hometown communities, out- 
side the six largest cities of the region. 


Hometown buying exceeds nine billion eight hundred million dollars 
a year. It is guided by on-the-spot advertising in Hometown Daily 
Newspapers, which are published and circulated where three-fourths 
of the West’s population—thirteen million persons—live. 


Each year, more and more progressive business concerns are expand- 
ing their sales in the West by consistent advertising in Hometown Daily 
Newspapers. They have determined that no other medium can match 
the coverage and readership of Hometown Daily Newspapers. 
How or where else can an advertiser place his sales message before a 
buyer for less than one penny! 
The low cost of advertising in Hometown Daily Newspapers has been 
established by a series of scientific readership studies, the latest of which 
is now available. To obtain a copy, write to Hometown Daily News- 
paper Publishers, 2001 Beverly Boulevard, Los Angeles 4, California. 
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created with the help and coop- 
eration of the American Federa- 
tion of Grain Millers (AFL), the 
union which represents production 
employes in the company’s flour, 
feed and package food plants. 


= The ad, entitled “Like to See 
Our Baby Picture?,” illustrates an 
1885 packing room in the com- 
pany’s Minneapolis flour mill. The 
copy cites the progress made by 
General Mills under a free econ- 
omy: Shorter hours, wages 2% 
times higher than in 1928; creation 
of more than 8,000 new jobs, and 
collective bargaining. 

“How has all this come about?” 
copy asks: “Through a typically 
American brand of teamwork on 
the part of research experts... 
stockholders...farmers... labor 
organization...” And a box 
signed by Sam P. Ming, president 
of the grain millers’ union, says: 

“We all live better today be- 
cause of the American brand of 
teamwork. Collective bargaining in 
good faith is an important phase 
of that teamwork.” 


@ The ad is in the nature of a 
test, and reprints are being sent 
to all stockholders and employes, 
together with brief stories in the 
company’s separate employe and 
stockholder magazines, as well as 
to a small list of other business 
executives. 

“So far as we know,” Mr. Gale 
said, “this is the first national ad- 
vertisement in which labor and 
management in a major company 
have joined in the expression of 
common aims.” General Mills, 
which feels that too much in- 
stitutional advertising “smells of 
the front office,” will watch to 
see what the mutual approach dves 
to readership and credibility, par- 
ticularly in the wage-earner group. 

The Minneapolis office of Bat- 
ten, Barton, Durstine & Osborn 
handles General Mills institutional 
advertising. 


Three to Posner-Zabin 

The following accounts have ap- 
pointed Posner-Zabin, New York, 
to handle their advertising: Rivoli 
Hosiery Co., New York; Edgar 
Fashions, New York, maker of rib- 
bon curlers and perm-o-wave, and 
Michigan Peat, Inc., Capac, Mich., 
maker of Michigan peat soil con- 
ditioner. 


Davies Joins Morse 

Frank Davies, former media di- 
rector of Hazari Advertising Co., 
New York, has joined the media 
department of Morse International, 
New York. 
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In the first quarter of 1949 


Look circulation averaged 
more than 3,000,000 


This was the highest quarterly 
average in LOOK history. 


In the first quarter of 1949 


Look led all major general 
magazines in per cent of 


advertising lineage increase 


This was the largest first 
quarter in LOOK history. 


a 


ADVERTISING BOX SCORE 


Pages Per cent 
(gain or loss) (gain or loss) 


a a ae +22.2 +8.8% 
Better Homes +26.1 -+7.9% 


& Gardens 


Amer. Home +4.6 +2.7% 


Good 


Housekeeping +8.6 +2.4% 


Woman’s Home 
Companion . 


-+4.0 +1.9% 


Ist Quarter 1949 vs. 1st Quarter 1948 


Pages Per cent 
(gain or loss) (gain or loss) 


ae —43.0 —4.4% 
er 41.6 —4.8% 
Newsweek ..--36.0 | —5.7% 
Cosmopolitan--11.6 —6.9% 
True Story ..—-15.1 —8.6% 


Ladies’ Home 
Journal ... 


. 38.3 —10.2% 


Pages Per cent 
(gain or loss) (gain or loss) 


—14.0 —10.7% 


American... 
McCall’s ...—37.3 —14.8% 
BP odses —149,2 16.17% 
Redbook ...—13.4 —16.3% 


Collier’s... 


—150.9 —30.3% 
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Hill Agency Appoints Two 

Robert L. Bogaski, in the art 
department, has been appointed as- 
sistant art director of W. S. Hill 
Co., Pittsburgh. E. T. Caswall, for- 
merly with Fuller & Smith & Ross, 
Cleveland, has joined Hill’s 
copy staff. 


Joins Moser & Cotins 

R. Del Dunning has been ap- 
pointed director of merchandising 
of Moser & Cotins, Utica, N. Y., 


agency. 


Man’s faithful 
servant—TRUE 
Anyone with sporting blood—man or 


beast—goes for TRUE! It’s packed with 
scoops, adventure and the good life for 


men. Live-wire men who have strong’ 


opinions on brands...from plumb- 
ing to automobiles. That’s why It 
Pays to Cater to the Men! 


Send for copy of TRUE, Dept. A7, 67 W. 44, N. Y. 


BMB's Prestige 
Soars; Financing 
Seems Assured 


Cuicaco—On Tuesday afternoon 
at 3:30, Dr. Kenneth Baker told 
the management conference of the 
27th annual National Association 
of Broadcasters’ convention about 


NAB Meeting 


his new program for saving Broad- 


cast Measurement Bureau. By, 


Wednesday noon, he had enlisted 
the written support of 20% of BMB 
subscribers, and had not been 
turned down by a single subscriber 
whom he had approached. 

Dr. Baker presented his plan 
to a packed meeting of NAB mem- 
bers. He asked his audience to 
sign a waiver, effective until Jun 
30, 1950, of the 90-day cancelation 


clause in the BMB contracts. When 
BMB was organized, he explained, 
all participating parties expected 
to pay for the studies over a three- 
year period. 

That three-year period, he con- 
tinued, ends next June 30. Thus, 
by agreeing to payments until 
July, no one would pay more than 
he had expected to pay when the 
contract was signed. 


= In a masterful explanation of 
BMB’s many problems, Dr. Baker 
apparently convinced a majority 
of his audience that BMB could 
and would be saved—and wound 
up with a round of enthusiastic 
applause endorsing his personal 
leadership of the bureau. 


™ He recalled that the major criti- 


cism leveled against the first 
study performed by the bureau was 
the “once-a-week” formula for 
determining station audience. In 
Study No. 2, he declared, listeners 
will be asked specifically, “How 
often each week do you listen to 
each station?” (AA, April 11.) 
The bureau’s many troubles, he 


explained, stem from the fact that 
the original BMB plan contem- 
plated from 800 to 1,000 subscrib- 
ers. The actual paid subscription 
list has only 540 subscribers (FM 
and TV stations don’t pay dues). 

In addition, he said, the original 
plan called for inclusion of a 90- 
day cancelation clause. “Since the 
second study was scheduled for 
publication Oct. 1,” he added, “it 
was only realistic to assume that a 
large number of stations might 
cancel out after Oct. 1, when they 
received the second study.” 

Thus, he declared, the bureau 
would have six months’ less rev- 
enue than anticipated—$220,000 
less if everyone canceled. And he 
asked the stations to waive the 
cancelation clause until the middle 
of next year to assure publication 
of the study. 


ws “We’re not asking you to pay 
any more—just what you expected 
to pay when this project was 
started,” he asserted. Ballots will 
be mailed in May, tabulation of the 
300,000 ballots will take all sum- 


= yo cn bute BIG arcuanion 


gitaienge ‘PITTSB cin, inisotiabt 


REPRESENTED NATIONALLY BY MOLONEY, 


Forty-Nine will probably go down in history as the first big 
Post war competitive year—the kind of a year when extra ef- 
fort and extra service will pay off. Cash in on the “extras” in 
Pittsburgh's Post-Gazette, the newspaper with the BIG Circula- 
tion that also routes your advertising as you route your sales- 
men to help sell the million central city people—and then 
travels beyond to sing the same selling song to the two million 
more who live in and around the 144 cities and towns of 
1,000 to 75,000 population. . 


BY FAR THE LARGEST CIRCULATION OF 
ANY PITTSBURGH DAILY NEWSPAPER 


Yow 7 Days A Wee 


REGAN & SCHMITT, 


INC. 
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mer, and final results will be avail- 
able some time after Nov. 1. 

Individual waivers will become 
effective when enough subscribers 
have signed them to assure publi- 
cation. Money thus assured, BMB 
will be able to publish the study, 
take care of its tax liability and 
assure members that no more as- 
sessments will be levied. - 

Since the bureau needs about 
$220,000, virtually all of the sub- 
scribers must support the new pro- 
gram if BMB is to continue. BMB 
has asked the NAB board to ad- 
vance funds against the waivers if 
such support is forthcoming. 


w At the Tuesday meeting, Clair 
R. McCollough, WGAL, Lancaster, 
Pa., and director at large for small 
stations, opposed NAB support for 
the project. He pointed out that 
the large majority of NAB mem- 
bers are not BMB subscribers and 
announced, “I don’t want to see 
the NAB treasury plundered for 
the sake of BMB without a refer- 
endum.” 

He said that he supported the 
idea of a uniform measurement 
project, however. At the board 
meeting on Thursday, Mr. McCol- 
lough modified his position, and 
agreed to support NAB’s financial 
assistance to the bureau if the 
other two sponsoring organizations 
(Four A’s and the Association of 
National Advertisers) would agree 
to underwrite the new program on 
a cooperative basis. As AA went 
to press, no solution had been 
reached. 


a The NAB board agreed late 
Thursday to lend $75,000 to BMB 
on two conditions: (1) that the 
money is advanced for current op- 
erating expenses this month and 
next, and (2) that NAB will as- 
sume full administrative control 
of BMB while any part of the loan 
is outstanding. 


w As the week drew to a close, 
support from the bureau came 
from an unexpected quarter. The 
tabulating company which does 
most of the bureau’s work agreed 
to cut its fees in half during May 
and June—the critical period, when 
finances will be lowest—and bill 
BMB when the money actually 
comes in. 

It was the tabulating company 
which precipitated the recent fi- 
nancial crisis of the bureau, when 
it demanded immediate payment of 
fees for work already done. This 
resulted in sending a much-dis- 
cussed and poorly worded tele- 
gram to subscribers telling them 
to underwrite their share of tax 
liability or see BMB founder. Justin 
Miller, NAB president, apologized 
for the wire, and explained that 
haste was essential, since the tabu- 
lating contractor had served what 
amounted to an ultimatum. 

New subscribers to BMB would 
be welcomed, Dr. Baker explained, 
provided they paid the full sub- 
scription fee. Data on non-sub- 
scribing stations will be made 
available to subscribers at cost, 
he added. And several non-sub- 
scribers at the meeting announced 
that they were ready to sign up. 


Wrisley Appoints Ludgin 


Earle Ludgin & Co., Chicago, has 
been retained to handle the adver- 
tising of Allen B. Wrisley Distri- 
buting Co., Chicago, manufacturer 
of Bath Superb soap, Wrisley bath 
crystals, Oliv-ilO soap, Wrisley 
toiletries, Spruce toiletries for men 
and Gold Tassel toiletries. 


Sponsors ‘Super Circus’ 


Derby Foods, Inc., for Peter Pan 
peanut butter, will sponsor the 
second half-hour, 4:30-5 p.m., 
CST, of “Super Circus,” over a 
ten-station ABC-TV network, ef- 
fective May 1. Needham, Louis & 
Brorby, Chicago, is the agency. 
Canada Dry Ginger Ale, Inc., for 
Canada Dry ginger ale, sponsors 
the 4-4:30 segment. 
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How to go home in Philadelphia 


In Philadelphia, heart of a trading area of over four million popula- 
tion, home is where The Bulletin is read Monday through Sunday. 
So the certain way to go home in the nation’s third largest 
market is to call in company with The Bulletin. 


In the 400 block of School House Lane, for example, The Bulletin 
goes to 57 of 71 households interviewed. 


That’s the story in the whole city: more than four out of five families 
take The Bulletin. They go over its advertising messages carefully 
and thoroughly for The Bulletin is their constantly consulted guide 
book in making purchases. It goes home, stays home, is read by the 
entire family—evenings and Sundays. 


In Philadelphia 
nearly everybody reads 
The Bulletin 


ApveRTISING OFrices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer-Ferguson-Walker Company 
Chicago ¢ Detroit * Atlanta * Los Angeles * San Francisco 
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Admiral Launches 


Refrigerator Drive 


(Picture on Page 1) 

Cuicaco—Admiral Corp.’s re- 
frigerator advertising this year will 
feature the theme, “Even Strong 
Flavors Stay Put in the New 1949 
Admiral Dual-Temp,” in a cam- 
paign opening this week with 1,- 
700-line newspaper ads in about 
110 markets. 

Following the opener will come 
three insertions a week, by Ad- 
miral and its key dealers, in space 
ranging from 1,000 to 1,700 lines, 
until July 1. 

The newspaper advertising will 
be backed up, Admiral reports, 


with 33 two-color page ads in 
Collier’s, Better Homes & Gardens, 
Farm Journal, Good Housekeep- 
ing, McCall’s and Time. Also, the 
June issue of McCall’s will carry 
a two-color, three-page gate-fold 
insertion on the Dual-Temp. 

The refrigerators will be pro- 
moted also on the “Admiral Broad- 
way Revue” television program 
over the DuMont and NBC net- 
works Fridays, from now until its 
summer hiatus starts early in June. 
They will also be emphasized dur- 
ing the summer on another tele- 
vision show—the first half-hour 
of “Stop the Music” on the ABC- 
TV network, which Admiral has 
signed to sponsor for 13 weeks 


Aids furnished to dealers in- 
clude food demonstrator kits, a 
Dual-Temp training film, sales 
training books, manuals on home 
demonstrations, booklets for con- 
sumers and giant floor displays. 

Cruttenden & Eger here handles 
Admiral advertising except for 
radio and TV time, handled by 
Kudner Agency. 


To Gordon & Mottern 


Cort-Livingston, New York, 
drug and toiletry products, has 
appointed Gordon & Mottern, New 
York, to handle its advertising. 
Alan Rachleff,. former vice-pres- 
ident of Jasper, Lynch & Field, 
New York, has joined Gordon & 


‘This Week’ Shifts Two 


Samuel H. Trude has been trans- 
ferred from the Chicago office of 
This Week Magazine to its Detroit 
office, where he will cover Michi- 
gan ahd northern Ohio. L. A. 
Weary, manager of the Detroit 
office, has been named responsible 
for the Kentucky, Virginia, West 
Virginia and southern area. Mr. 
Weary will make his headquarters 
in Cincinnati. 


WCCC Appoints Wood 

Helen Wood, formerly manager 
of Station WIBX, Utica, N. Y., has 
been appointed general manager of 
Station WCCC, Hartford, Conn. 
She succeeds Harry LeBrun, who 


starting May 5. 


Mottern in a similar capacity. 


vision field. 


has resigned to go into the tele- 
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Hail KCBS...Hail Columbia! — 


On April 3rd the call letters of KQW, San Francisco, were 
changed to KCBS. And that dotted the last “i” and crossed the 
last “t” to the fact that KCBS is now a Columbia-Owned Station. 


Making our San Francisco outlet a Columbia-Owned Station 


and switching its call letters to KCBS means a lot of good things 


to a lot of good people. Including you. 


FOR THE LISTENER—KCBS now 


“becomes unmistakably associated 


with CBS—today carrying the 
greatest schedule of entertainment 
ever concentrated on one network. 
And this star-studded CBS schedule 
is backed and blended with KCBS 
local originations which cater to 
Northern California listening likes. 


ADVERTISERS, TOO — local. na- 
tional spot, and network—share new 
advantages from this reinforced 
identity between the network and 
its San Francisco outlet. For 
instance, more than 900 advertise- 


ments promoting KCBS-CBS pro- 
grams are appearing in every news- 
paper throughout the entire KCBS 
50-100% BMB Audience Area. 


A SIGNIFICANT “EXTRA”— 
KCBS is now represented nation- 
ally by Radio Sales...Radio and 
Television Stations Representative 
—CBS. Which means you now can 
get penetrating and resourceful data 
about the KCBS market and North- 
ern California listening habits, plus 
complete and accurate information 
on how to get KCBS listeners to 
buy more of your product — faster. 


Ask us or Radio Sales how KCBS—“Columbia’s Key to the 
Golden Gate”—can be your key to greater profit. 


“COLUMBIA’S KEY TO THE GOLDEN GATE” KC BS 
5,000 watts, 740 kilocycles, Columbia Owned + Represented by Radio Sales 
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Simmons X-rays Its 
Beautyrest Mattress 
in Ads, Displays 


New YorK—A national adver- 
tising campaign, tied in with a 
novel point-of-sale display, has 
already broken sales records in 
one city for Simmons Co.’s Beauty- 
rest mattresses. 

In September, 1948, 26.6% of 
all mattresses sold in Bullard’s 
department store, New Haven, 
Conn., were Beautyrest. Then the 
new Simmons X-ray mattress 
display was installed in Bullard’s 
bedding department. In October, 
51.4% of all mattresses Bullard’s 
sold were Beautyrest. 

The X-ray mattress display, de- 
veloped by Simmons, shows the in- 
side of two types of inner springs. 
One is the Beautyrest and the 
other an ordinary type of mat- 
tress, which Simmons also sells 
at a lower cost. 


a This display is shown in Sim- 
mons’ national advertising for this 
year, breaking with a color spread 
in the April 23 Saturday Evening 
Post. The ad ties in with the first 
National Beautyrest Week in eight 
years. 

Other magazines scheduled are 
American Home, The American 
Weekly, Better Homes & Gardens, 
Brides Magazine, Brides Reference 
Book, «Country Gentleman, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life and Mademoiselle’s Liv- 
ing. Young & Rubicam, New York, 
is the agency. 

The price of the Beautyrest mat- 
tress, $59.50, just about tops in the 
mattress market, makes it a class 
product, according to Simmons. 
In a presentation prepared for 
showing at Simmons sales meet- 
ings throughout the country, the 
company reports on a survey taken 
in Syracuse proving the product 
has a mass market. 

Simmons went to two Syracuse 
department stores and for a five- 
day period recorded the names and 
addresses of every purchaser of a 
Beautyrest, which totaled 103. Of 
all Beautyrest buyers, the company 
found 51% were wage earners, 
29% white collar workers and 20% 
business executives or professional 
people. 

Simmons has prepared and dis- 
tributed four different types of ads 
for use in newspapers and selective 
announcements to its dealers. The 
company is also using television 
announcements in five cities. 


Three Name Sampson Agency 


Arthur W. Sampson Co., Boston, 
has been appointed to direct the 
advertising of George J. Kelly, 
Inc., Lynn, Mass., manufacturer of 
shoe polish products; Safety Gas 
Light Co., Lynn, and Schmid Bros., 
importer and wholesaler of gift- 
ware. 
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have two different shading screens invisibly 
processed into the paper itself. With the quick 
application of developers, these tones are in- 
stantly “brought up” in only the places the 
artist wishes them to appear. 


Cc 1 d ort, lbh h hav- 


still reproduce as straight line 
work. This means up to 50% 
saving in reproduction costs. 
KS Doubletone is available in 17 
* : different patterns. 


At yeur dealer or direct. 


DOUBLETONE Drawing Papers| 


THE CRAFTINT MFG. CO. 


1615 Collomer Ave Cleve, O 
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ANION R E 


Mental quackery gets a setback 
..- because 


§S U LT S Tt. 0:2 -¥ N U M BE 


women acted! 


SOMETHING MUST BE DONE — decided 
aroused women readers of recent COMPAN- 
ION article “Beware The Mind Meddler.” 
This feature which exposed the merciless 
charlatans who prey on those needing men- 
tal or emotional help drew requests for 
thousands of reprints. And newspapers in 
all parts of the country quoted this challeng- 


ing COMPANION indictment in news and 
editorial columns, adding weight to the 
demand for regulatory laws. 

Once again positive results have shown 
the COMPANION to be outstanding in the 
women’s service field when it comes to 
reader response and action. Below is further 
dramatic proof of that! 


PITY THE POOR POSTMAN — During 1948 the COMPANION 
sent out more than 330,000 booklets, pamphlets and in- 
structions in response to reader requests for home and 
personal service. In the women’s service field it’s the 
COMPANION that women seek out when they are looking 
for know-how on how-to-do! 


WOMAN’S HOME 


THE MAGAZINE OF PERSONAL SERVICE, 


MADAM CHAIRMAN’S BIG HELPER! — More than 2,700 
women’s clubs, with a membership of over 327,000, now 
subscribe to the COMPANION’S Packaged Club Programs! 
In every part of the country these programs, based on the 


It’S A BANDWAGON — In 1948 the COMPANION gained 
62% pages of advertising. In the women’s service field 
Magazine B gained 3914 pages. Magazine C lost 481 
pages. Magazine D lost 77 pages. 102 products became 
new COMPANION advertisers during the year! Which proves COoMPANION’s monthly Public Service articles, have spear- 
one thing — the trend is to the COMPANION! headed community action on important problems. 


COMPANION 


Circulation More Than 4,000,000 
HOME SERVICE, 


PUBLIC SERVICE 
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‘Variety’ Sues SWG 
Over Rule Against 
Trade Papers Ads 


Los ANGELEs—Variety and Daily 
Variety have filed suit in federal 
court here to knock out the Screen 
Writers Guild’s eight-year-old rule 
forbidding members to advertise 
in trade publications. 

The injunction suit asks for no 
award of damages, although the 
two Varieties claim the rule has 
cost them much in lost revenues. 
They ask the court to rule that 
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the SWG ad ban is in violation of 
Sherman and Clayton anti-trust 
laws. 

Variety said last week that it 
“doesn’t want to be restrained from 
doing business by the dictatorial 
mandate of any organization.” It 
admitted that an injunction would 
be only “a symbolic victory, for 
obviously no lawsuit can force 
anybody to advertise. But Variety 
wants to preserve the freedom and 
privilege of the turndown by 
whomever it solicits, or whom- 
ever it tries to do business with.” 


= George Seaton, president of the 
guild, told AA that SWG’s counsel 
has advised guild officers that the 
ad rule is within the guild’s rights 
as collective bargaining agent for 
writers. He pointed out the rule 
has frequently been reaffirmed by 
the membership. 

“Because the guild values its 
good relations with the trade 


press,” he said, “it welcomes the 
opportunity to settle the question 
of the legality of the rule, and it 
is confident it will be upheld.” 

The rule provides that “no mem- 
ber shall advertise his achieve- 
ments or credits, or pay for adver- 
tising for the purpose of publiciz- 
ing himself, his work or any 
award.” It does not prohibit writ- 
ers’ purchase of space for “char- 
ity.” 


Names Royal & de Guzman 

House of the Old Witch, Smith- 
town, N. Y., has named Royal & 
de Guzman Advertising, New 
York, to handle the advertising 
and promotion for its imported 
gifts and home furnishings. 


Changes Meeting Date 


The New England District, Ad- 
vertising Federation of America, 
has changed the dates of its an- 
nual convention to June 30-July 2 
at Poland Springs, Me. 


Begins Consumer 
Ads for Amurol 
Tooth Powder 


(Continued from Page 1) 
dressed to Chicago’s dentists. 
Through the Jones Frankel Co., it 
is preparing a schedule of ads to 
run in newspapers of the top 20 
markets throughout the country. 

First magazine copy will start 
with a full page in the May 9 
Life, and the magazine list is to 
include a dozen leading weekly 
and monthly publications. The 
schedule is still incomplete, but 
a steady campaign is planned for 
the months ahead. In addition, 
Amurol will continue its cam- 
paigning to dentists, launched 
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It's No Secret 
THAT THIS UNBEATABLE COMBINATION 
SELLS MORE GOODS IN NEW ORLEANS 


181,100 homes in New Orleans . . . combined city 
circulation of these two great newspapers 
totals 181,282* . . Sunday city circulation 152,330* 
os8 total circulation (M & E) 260,743* . . .total 
circulation Sunday 272,693* 
New Orleans that the regular use of this power- 
ful, quick-action combination sells more goods! Get 
the facts about the greatest combination selling 
force in the South's Greatest Market. 


*& Months ending Sept. 30, 1948. 
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Gloria Grahame in A 
WOMAN'S SECRET, an 
RKO Radio Picture. 
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about a year ago, in Dental Survey, 
Journal of the American Dental 
Association, Oral Hygiene and al- 
most all state association publi- 
cations; and also will continue 
using the drug trade publications. 
Retailers will soon be offered tie-in 
window and counter displays. 

The Chicago company is headed 
by B. Petrulis, a graduate dentist 
who has made little use of his 
doctor’s title but who has a suc- 
cessful record of manufacturing 
products for the chain store trade. 
Amurol has been licensed by the 
university foundation to use the 
formula developed during four 
years of experiments and clinical 
tests by the university’s dentists 
and research staff. 


s Amurol employs a clinically- 
tested balance of 5% dibasic am- 
monium phosphate and 3% urea 
(or carbamide). Other brands, the 
company maintains, use up to as 
much as 30% of urea, a proportion 
so high that it affects protective 
enzyme action. Besides, the com- 
pany adds, it has the benefit of 
several years of actual testing, in- 
cluding dental work with Peoria 
and Aurora, Ill., school children, 
to.back up its claims—something 
it feels sure can’t be said for other 
ammoniated powders and pastes 
which have invaded the market. 

Its consumer copy claims that 
consistent use of Amurol “tends 
to create an environment in the 
oral cavity similar to that found 
in individuals who are naturally 
immune to tooth decay.” The ads 
also point gut that Amurol is the 
only ammoniated dentifrice men- 
tioned by name in the Reader’s © 
Digest article, carried several 
months ago, on prevention of 
tooth decay. It is sold in two 
sizes, at 50 and 75¢. 

The company has been filling 
orders for Amurol on allocation 
until recently, but has expanded 
production and expects to catch 
up with demand in the near fu- 
ture. It has found in a survey of 
Chicago dentists, which is still 
incomplete, that Amurol won nine 


'|times as many exclusive recom- 


‘mendations as any other brand in 
the field. 


STARTS ADS FOR NEW 
DR. LYON’S POWDER 


New YorK—Sterling Drug, Inc., 
is launching a campaign today 
(April 18) to introduce the new 
ammoniated Dr. Lyon’s tooth pow- 


‘der in Washington, D. C., Balti- 
-more, Philadelphia and New York. 


Newspapers will carry 1,200- 
line ads and selective announce- 
ments will be used in these cities. 


As soon as distribution is expanded, 


similar campaigns will start in 
New York state and New England, 
Pennsylvania, outside of Phila- 
delphia, and Illinois, Indiana, 
Michigan and Ohio. 

Sterling Drug has been licensed 


‘under the University of Illinois 


patent application to incorporate 
the new ingredients, dibasic am- 
/monium phosphate and carbamide, 
in a tooth powder. The regular 
Dr. Lyon’s tooth powder will be 
continued. 

Ammoniated Dr. Lyon’s tooth 
powder will be available in cans 
containing four and a half ounces 
and will be fair traded at 43¢. 

Copy will feature the new for- 
mula which makes it possible for 
“millions of men, women and chil- 
dren, plagued by dental caries, 
to cut down tooth decay.” Thomp- 
son-Koch Co. handles the news- 
paper advertising and radio is 
handled by Dancer-Fitzgerald- 
Sample. 
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advertisers 
agencies 
radio producers 
television producers 
printers 


engravers 


typographers 


Sf yen pou of youn 948 aden, 


The Chicago Federated Advertising Club invites you to enter your best 
in its Seventh Annual Advertising Awards Competition. You may win Chicago’s 


most coveted advertising awards. 


sreeeeees seeeeseesaseseesaseserseessesesssiesessissiseesesasssestatieeteetieciestenereettent — magazines 
: : industrial and busimess magazines 
newspapers 

i ai ‘ : posters 

30 awards in 8 major classifications : direct mail 
: point of purchase 

; : radio 
Lisdisrindieindlnenicsslibeatetictbviemuschinltheustinnplaiahiaisheeaiasuetch naan aan ee : television 


CLOSING DATE. Maas pea 


For complete details and entry blanks, write 
CFAC Headquarters, 139 N. Clark St., Chicago 
2, Illinois or phone Franklin 2-5365 


This advertisement contributed by Collins, Miller & Hutchings Inc. 
Chicago Photo-Engravers 
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Those Big Fat Cars 


Detroit’s Big Package and How It Grew 


1TH alacrity if not with complete en- 

thusiasm, a car-hungry public gobbled 

up the 5,500,000 motor vehicles pro- 
duced in this country last year. But by mid- 
summer buyer resistance had stiffened, and it 
has been growing ever since. Is this because 
most of the accumulated postwar demand has 
been satisfied? By no means. Is it because the 
prices asked for new automobiles, during the 
past six months, have continued to rise while 
the prices of many other things have dropped? 
Not altogether. 

More and more criticism is directed at in- 
trinsic weaknesses in the cars themselves, 
regardless of price. 

There is only one consumers’ organization 
which is at all articulate on motoring problems, 
the AAA. During the past year, it has roundly 
condemned the postwar models. 


II 
Cs have been growing steadily longer, 


and consequently harder to park and 

maneuver. As seats have grown wider 
and fenders withered away, 
the car’s bulging sides have 
become far more vulnerable 
to damage. Not only that, 
but the wider side panels 
now used have multiplied 
the cost of body repairs. 
Such costs have now risen to 
a point where some casualty 
companies refuse to insure 
the new cars. 

Postwar cars will not fit 
into many prewar garages. 
The new car owner is wor- 
ried about how to get his 
home garage rebuilt in these 
days of high building costs. He is clipped again 
every time he uses a storage garage or parking 
lot. For operators must charge him more, be- 
cause already they can park 15 to 25% fewer 
cars than they could accommodate three years 
ago. 

The low road clearance of most present cars 
makes them unsafe to drive in rough country, 
sand, or snow, or over rutted roads. In the 
heavy snowstorms of last winter millions of 
owners found them as useless as a ship 
stranded on a sandbar. 

Economy? The cost of maintaining cars has 
risen ever faster than their price, and far faster 
than the general cost-of-living index. Further- 
more, the driver finds it more and more of a 
strain to thread his way at a snail's pace 
through the stagnating traffic of business dis- 
tricts. Because his seat is low and his hood 


by ALFRED H. SINKS 


high, and the outer margins of his front fenders 
out of sight, he must allow plenty of extra room 
between himself and the nearest car. 


ARAGE mechanics and service station 
attendants can point out a good many 
other defects. The fellow with grease 

on his pants is tired of banging his head on 
the upraised hood, or of having it pinion him 
while he is trying to measure the oil. He needs 
the strength of Joe Louis to move a seat cush- 
ion and in many new cars he has to use a 
kind of periscope to see whether there is 
enough water in the battery. Tires are hard 
to check and harder to change; petcocks are 
hidden where they are not easily found. Fan 
belts and radiator hoses are hard to replace, 
oil gauges tucked away in awkward places. A 
forest of accessories and 
gadgets makes windshields 
hard to clean. 

Well then, the customer 
must be getting something for 
all that money. What is it? 
Greater comfort? 

There is the comfort of be- 
ing able to sit in the back seat 
of a sedan without having 
your hat pushed down over 
your eyes by a sharply sloping 
roof. There is the comfort, 
especially for older people, of 
being able to get into a car 
without crouching, as you 
clutch your packages and purse, and pitching 
headlong into the outstretched arms of your 
anxious friends. There is the comfort, for 
women, of being able to get out any way but 
exposed-knees-first, followed by hands clutch- 
ing at skirts, and finally by the torso as though 
it were being floated out of a culvert. And there 
is the kind that comes from featherbed spring- 
ing and foam-rubber cushions. 

Important mechanical improvements? Most 
of the “innovations” featured in recent cars are 
really quite old. The Owen-Magnetic had a 
successful automatic gear shift in 1916, the 
overdrive was used by the Winton thirty years 
ago, and what now goes by the name of “knee 
action” was featured in Daimler cars built— 
believe it or not—before 1890. 

Efficiency? In some respects present motor 
cars are more efficient than those of the middle 


twenties and in some less so. But by the stand- 
ards of present-day engineering they are fan- - 
tastically inefficient. 

One thing the customer gets in ample meas- 
ure. Call it glamour if you like. But from the 
consumer's standpoint, our cars are steadily 
becoming more costly, more expensive to 
maintain and operate, fancier, and less useful. 

How has all this happened? The trouble is 
basic. Increasingly for a generation our auto- 
mobiles have been designed not by technical 
experts but by sales executives and advertising 
men intent upon producing a “big package” 
which will solve their selling problems. 

Meanwhile the job of the engineer within 
the industry has grown more difficult each 
year. He is expected somehow to fit a function- 
ing machine into the body forms and around 
the luxury accessories dreamed up by the sales 
and advertising moguls. 

Some laymen may find it hard to understand 
how a machine can be constantly “improved” 
and still grow less efficient. But when aesthetic 
considerations begin to dictate the arrange- 
ment of functional parts, a degenerative 
process sets in. The result is a mechanical 
monstrosity. 


III 


HE dealer is the real bottleneck to prog- 
ress in the design of American automo- 


biles. 

Cars in America are sold less like machinery 
than like ladies’ fashions. In order to maintain 
rapid turnover there must be a “new” line 
every year. But—and here is where the in- 
dustry differs from the garment trade—a new 
model must not be too different from last 
year's. For the dealer expects his customer to 
give up a practically new car for one fresh 
from the factory. If a manufacturer should 
make any really radical improvement in his 
“new model all the old cars of that series 
would instantly look even older. Used car 
prices would drop. Any extra profit a dealer 
might hope to make on an exceptionally at- 
tractive new “package” would be gobbled up 
by his loss on the trade-in’s. 

Thus automotive executives say, as they 
often do, that the trend of automobile design 
is “not revolutionary but evolutionary.” Cars 
must continue to carry many features essen- 
tial in automobiles forty years ago, though two 
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generations of engineering progress have made 
these features meaningless from a functional 
standpoint. This curious conception of “evo- 
lution” means that our cars must be designed 
around a series of abstract symbols rather than 
around engineering realities. 

The customer, Detroit believes, wants his 
car to give him a feeling of 
power. The symbol of power is 
a hulking hood that partially 
blocks the driver’s view of the 
road. Today there are half a 
dozen highly efficient types of 
engines that would fit neatly 
into a small space over the rear 
axle. Many engineers would 
prefer to put them there. 

Another superstition con- 
cerns size. Engineers have 
known for many years that 
good balance, not dead weight, 
keeps a car on the road. A big, 
heavy car is supposed to be 
safer in a collision than a smaller, lighter car; 
and this might be true if the car were covered 
with armor plate. 

A further symbol for speed and power is what 
is called “streamlining.” But there is very little 
true streamlining on present-day motor cars. 
A simulated airfoil may delight the human eye, 
but it cannot fool the air stream through which 
the car must push its awkward hulk. 


IV 


trouble not because it is evolutionary. 

The fault lies in the direction of its evo- 
lution. The sheer bulk and awkwardness of 
present-day cars aggravate the creeping para- 
lysis of traffic which, in many urban centers, 
now seems incurable—short of partially de- 
stroying and rebuilding extensive parts of our 
cities and towns. Instead of speeding up our 
civilization the automobile is actually slowing 
it down. During the past generation there has 
been a rapid destruction of property values in 
the most congested sections of our cities. But 
it has seemed to occur to few that the size and 
general inefficiency of American automobiles 
is in any way to blame. 

The answer to urban traffic stagnation looks 
like the small car. Reduction of congestion 
would take place gradually, of course, as such 
cars replaced the older ones. To many people 
conditioned to over-sized cars the Crosley 
seems far too small. But cars of its size would 
make space available for double the present 
number of passenger cars, would speed the 
movement of traffic, and take many of the 
hazards out of driving and walking. 


\ MERICAN automobile design has run into 


social results of the “big package.” If we 

take the Austin as an arbitrary standard 

of size, then American automobile builders are 
using 50% more steel and 100% more gasoline 
than they need to at a time when there is a 
critical need for them both here and abroad. 
Our overweight cars beat up road surfaces, 


‘ee congestion is only one of the bad 
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adding to both initial cost and upkeep of all 
our roads. All this adds enormously to our tax 
bill and suggests that the “big package” is cost- 
ing us more money in far more ways than most 
of us realize. 

What further advantages would it offer the 
individual owner? 

Safety: The safety factor in 
massive cars is almost entirely 
a delusion. Take the same 
gauge steel used in a big car, 
build a small body of the same 
general proportions, and you 
have a structure far more resist- 
ant to impact. 


35 to.45 miles per gallon, the 


the Crosley cost $10.80 as 
against $15.95 for the Ford. Re- 
pairs and replacements are 
cheaper, insurance lower. 

Convenience: Easier park- 
ing; far less garage space required; easy to 
keep clean. A frequent argument in favor of 
large cars is that they are more comfortable 
on long trips. But the average length of all 
motor trips outside city limits is no more than 
15 miles. 

Consider the matter of roominess. Space for 
four would meet all the needs of 95% of fami- 
lies. Yet the average sedan body in use today 
would carry nine passengers if its interior space 
were fully utilized. 

This means that whether he drives alone or 
with one, two, or three passengers, the Ameri- 
can driver is at all times paying for the trans- 
port of nine. He also pays freight for a couple 
of hundred pounds of baggage he may seldom 
if ever want to carry, and he is actually paying 
for enough engine power to pull a ten-ton 
truck, and in some of our more expensive cars 
far more than that. 
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t is obvious that a lot of us would be a lot 
better off if American manufacturers built 
smaller cars. But that they should merely 
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Economy: The Crosley gets - 


Austin thirty to forty. Tires for . 


“Those Big Fat Cars,” abbreviated here from the April 
issue,* is the kind of civilized critical journalism Harper's q 
Magazine provides 150,000 literate, influentialandwell- ie ; 
to-do families month after month. » It is just one of 15° eae, 
articles, stories and reviews that will make opinion in ie 
America with an impact characteristic of Harper’s. * You z 
can use this special ability of Harper’s to make opinion 

yourself—whether you want to sell ideas or sell rr 
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be smaller is not enough. We have a right to ex- 
pect much more: greater efficiency, safety, real 
comfort, and yes, even greater beauty. We 
need to make a clean break; to free our engi- 
neers to build cars that would make full use 
of the engineering techniques of today. 
Almost no one doubts that Detroit knows 
better how to build motor cars than anyone 
else in the world, and yet Americans would do 
well to take a look at the cars that are built in 
Europe. There is not the least disposition there 
to produce a standard car. Cars are made in a 
very wide range of styles for a great variety 
of uses, from the most economical to the most 
extravagant. There are the little Citréens and 
Renaults, the Austin and several versions of 
the Volkswagen, Fiat’s tiny “Mickey Mouse” 
on the one hand, and the big, luxurious Rolls 
Royce and the Bentley, the Delahaye, the Tal- 
bot, the Armstrong-Sidley, the Alfa-Romeo, 
the Isotta-Fraschini on the other. And this 
variety is not just a matter of looks and price; 


it goes right to the heart of the engineering _ 


problems involved in advanced automobile 


design. 


URELY our American automotive engineers 
are not lacking in skill or inventiveness. 
All they need is an opportunity to build 
the sort of car that their good sense must tell 
them would fit the needs of today. What stands 
in the way of change is not any fault either in 
our engineers or in our manufacturing process 
—which are unexcelled anywhere—but a fault 
in our methods of selling cars. Dependent on 
its dealers and unwilling to risk their displeas- 
ure, the industry is caught in a mesh of its own 
making. How it will cut itself out is hard to say. 
What is really needed is the will to take the 
risks of change and break the sales pattern that 
now dominates the industry. Will some major 
manufacturer, hearing the swelling protests of 
disenchanted customers, decide to take a bold 
chance? Will he order his engineers to start 
building the kind of cars for which a growing 
public is waiting? The decision would be a 
bold one. But it might prove to be the most 
far-sighted decision ever made in Detroit. 
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A Sensible Ruling on Advertising 


The renegotiation rulings issued 
by the armed services earlier this 
month, and reported in AA last 
week, seem fair and reasonable, 
and if applied with understanding, 
should prove satisfactory to all 
concerned. . 

This ruling on renegotiation of 
contracts with the country’s mili- 
tary establishment is far more im- 
portant to advertisers than was 
the discussion, some months pre- 
viously, about whether advertis- 
ing might be consjdered as a legiti- 
mate item of cost in cost-plus con- 
tracts. The cost-plus discussion 
caused a good deal of sound and 
fury, but since in actual practice 
only a limited number of contracts 
are of the cost-plus type, the prob- 
lem was more academic than real. 

In the case of the renegotiation 
of contracts, the opposite is the 
case. All but a handful of contracts 
with the Army, Navy and Air 
Force are fixed-price contracts— 
that is, contracts under which the 
contractor agrees to supply certain 
items at a specific price—and all 
of them, in time of national emer- 
gency, are subject to renegotiation 
to prevent “exorbitant” profit. 

The armed forces have now 
agreed to recognize advertising 
as an acceptable cost in renegotia- 
tion proceedures when a contractor 
or sub-contractor has engaged in 
military work to the detriment of 


his normal business, and “has 
thereby incurred the risk of loss 
of his competitive position in the 
industry concerned.” 

Thus a military contractor, 
forced to abandon or partially 
abandon his normal civilian mar- 
kets, will be able to protect his 
position with advertising, and 
when the government auditors 
come around to discuss renegotiat- 
ing his contract on the basis of 
profits shown, will permit inclu- 
sion of this advertising as a legiti- 
mate cost item. The government 
will in no sense pay the cost of the 
advertising, but it will recognize 
the need for the expenditure in 
his business operations, and such 
recognition may have an important 
bearing on renegotiation. 

The armed forces ruling does 
not permit allowance for selling 
expense on government contracts, 
except under rigid conditions 
largely revolving around technical 
consultation or the maintenance of 
special offices or staffs to handle 
the business, and it also imposes 
some restrictions on the amount 
of advertising. But in general the 
rules seem fair and reasonable, 
and their promulgation now should 
prevent some of the misunder- 
standing and misconceptions which 
plagued a number of war contrac- 
tors and sub-contractors during 
the last war. 


Ethics and the Competitive System 


The rallying cry of Clarence 
Goshorn, new chairman of the 
American Association of Advertis- 
ing Agencies, to the standards of 
practice and qualifications for 
membership of the Four A’s, 
sounded at that association’s an- 
nual meeting, was timely and im- 
portant. 

Mr. Goshorn emphasized that as 
business reaches a more or less 
stable level, unfair competitive 
conditions and lapses from ethics 
are likely to develop. He empha- 
sized that in the agency field, such 
lapses are relatively minor, but 
reminded Four A’s members that 
it will require vigilance to make 
sure that they stay that way. 

What Mr. Goshorn said with 
particular relation to the advertis- 
ing agency business applies, of 
course, to all business. 

Keeping business practices, in 
all fields, from reverting to cave- 
man tactics is certain to become 
more and more a problem as time 
goes on. The vastly expanded body 
of legal and governmental limita- 


tions on “unfair competition” will 
help preserve some semblance of 
order and decency, but business 
cannot rely solely on regulation 
and law in an area where the ma- 
jor factors are good taste and the 
ethical concepts of individuals. 

Furthermore, there is a danger 
upon relying on too much regula- 
tion: The danger that under the 
guise of setting “ethical” stan- 
dards, the enterprise and the com- 
petitive system itself may fall by 
the wayside. The business which 
never meets a competitive situa- 
tion, never solicits an account, 
never makes any concession to 
anyone, is undoubtedly highly 
ethical, but it is debatable whether 
it makes any satisfactory contri- 
bution to a dynamic economy in 
which enterprise, initiative, and 
competition are the keynotes of 
progress. 

Ethics must and should be main- 
tained, but they should never be 
frozen at such a “high level” that 
being ethical automatically means 
maintaining the status quo. 
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—This Week Magazine 
sprained his finger.” 


100% Sock 

We've just been reading a grim 
little brochure called “The 20% 
Death,” the reprint of a series of 
articles done by Sidney Fields for 
the New York Mirror. Included 
with them are the Mirror’s editor- 
ials on the 20% “luxury” tax. 

Mr. Fields, who writes a daily 
column, “Only Human,” for the 
paper, did the series on the ef- 
fect of the 20% luxury tax on or- 
dinary people: a working girl, a 
hand bag salesman, an engineer 
who totted up the tax on articles 
his family must buy. 

The most moving of the series 
is the story of Arthur L. Krassny, 
who now sells hand bags. A few 
years ago he was a manufacturer, 
employed 60 people and had a 
$500,000 annual gross. 

Three years ago the business 
started to skid. “Before, I or any 
one of my six salesmen could 
easily sell 150 bags a day. Then 
we all learned we couldn’t sell a 
dozen a day. It was mostly the 
consumer resistance set up by the 
luxury tax.” 

To Mr. Krassny, who liquidated 
his business, paid off employes and 
creditors and went back to work 
as a salesman, one ironic experi- 
ence stands out: watching a wo- 
man buy a $75 hat (no tax) and 
refuse to pay $5 tax on a much 
less expensive bag. 

The series, which ran in the 
Mirror Feb. 20-23, attracted wide 
interest in the industries afflicted 
by the tax. Letters poured in from 
fur merchants, luggage manufac- 
turers, cosmetic companies, and 
restaurant and entertainment in- 
dustries. 

The Mirror points out that the 
tax was installed in 1941 at 10%, 
doubled in 1943 as a wartime mea- 
sure. In 1943, Congress said it 
would be lifted six months after 
the “emergency.” Three and one- 
half years after V-J Day, the tax 
is still with us. In December, 
1946, the same month when the 
President declared hostilities 
ended, Congress reenacted the 
20% tax, avoided mentioning a 
termination date. 


Non-Stop Nonsense 

Across our desk recently came 
a release, printed here in its vir- 
gin state: 

“The appointment of the Ajax 
Corp. of New York as metropoli- 
tan distributor for ‘Roomaster,’ 
‘Storemaster,’ and ‘Spacemaster’ 
air conditioners, manufactured by 
the Ajax Corp. of America, Chi- 
cago, Ill., was announced yester- 
day by Lionel Marks, president. 
Morris Firestone, formerly with 
the Carrier Corp., is president of 
the Ajax Corp. of New York, 27-06 
42 Road, Long Island City. At the 
same time, Mr. Marks announced 


the appointment of the Unit Air 
Conditioning, Inc., 37 W. 39 St., as 
associate distributor. The presi- 
dent of Unit, J. W. Stewart, was 
associated for many years with 
the air conditioning division of 
American Radiator and Sanitary 
Corp. Both Mr. Firestone and Mr. 
Stewart expect to find a ready 
market in this area, particularly 
for the ‘Roomaster’ office and 
home air conditioner, since it is 
the first such unit to be designed 
with regard to style and color. 

“Advertising for Roomaster is 
handled by Ruthrauff & Ryan, 
Inc.” 

Wheew! 


Nice Recovery 

The March 26 New Yorker had 
for its cover a pair of harassed 
commuters leaving the tense third 
act of a play, in order to make a 
train. On the left hand side, it 
showed a montage of New York, 
New Haven & Hartford time 
tables. 

The New Haven has an ad in 
the April 9 New Yorker, repro- 
ducing the cover, with the head- 
line, ‘Drop the gun, New Yorker... 
you shot the wrong bird!” 

Thereafter the New Haven re- 
cites the facts: the railroad has 
trains leaving Grand Central at 
11:35, 11:55, 12:25, 1:25 and 3:20. 
No playgoer need leave without 
finding out how the drama ended. 

Also, the railroad points out, 
it runs a special show train once 
a month to New York, selling 
theater tickets at suburban sta- 
tions. 

Smart handling, and illustrates 
a way to capitalize on a break— 
even if it looked bad, originally. 


Thought 

We’ve been watching with in- 
terest the campaign of the Des 
Moines Register and Tribune on 
the Iowa Market, and we’re wait- 
ing for the promotion man to use 
the tag-line, ““That’s where the tall 
coin grows.” 


Jottings 

You should see what switching 
to rotogravure did for the Phila- 
delphia Inquirer’s comic section... 

A. J. Lewin Co., New York, re- 
cently noted in an ad in Jewelers’ 
Circular-Keystone and National 
Jeweler that it placed more pages 
of jewelry trade advertising than 
any other agency in the U.S... 

Add releases we’re doubtful of: 
“Triplets—two boys and a girl— 
named Valentine, Freddie and 
Theresa—are now dubbed “the 
Cartose Triplets” by some of the 
residents of New Haven, Conn.” 
Cartose is a product of Winthrop- 
Stearns, Inc... 
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Rough Proofs 


Denny Lewis tried to organize 
New York taxi drivers for the 
United Mine Workers, apparently 
on the theory that the hackmen 
have to dig for their money. 


When Denny retreated after the 
strike folded, Mayor O’Dwyer re- 
marked that he was all skull and 
bones, mostly skull, and that he 
should have come in with the cir- 
cus. 

Is it possible Hizzoner is pre- 
paring to run for President? 


Marion Harper Jr. says adver- 
tising should make more use of 
social scientists. Starting with Dale 
Carnegie and the techniques of 
making friends and influencing 
customers? 


Speaking of second class postal 
rates, Senator McNeely says that 
Congress will try to deal approxi- 
mate justice to publishers and tax- 
payers. That’s as close as you can 
expect to come in this imperfect 
world. 


Since Ed Kobak is now to be a 
business consultant, he should re- 
member that management pays 
handsome fees to its professional 
advisers for telling them things an 
employe would be fired for even 
suggesting. 


Pepsi-Cola’s vending machine 
took over in “At War with the 
Army” when Coca-Cola refused to 
advertise the show. The Atlanta 
folks evidently rated the publicity 
as “Point of No Return.” 


“Richer families best TV mar- 
ket, Langhoff finds,” headlines the 
world’s greatest advertising jour- 
nal. 

The others will continue to get 
their video fare in the poor man’s 
club. 


A free lance copy writer adver- 
tises that he “works fast from 
minimum notes.” 

Chances are he makes psychic 
bids at the bridge table, too. 


Modern Bride says pre-marital” 
expenditures aggregate $2% bil- 
lion a year, which puts it in about 
the same bracket as the other Mar- 
shall plan. 


“In any business there should 
be nothing to hide from the pub- 
lic,” says Walter E. Schneider. 

Public relations men suggest that 
“should” be printed in b.f. caps. 


General Mills has revealed a lot 
of the facts regarding the Lone 
Ranger’s television debut, but it 
can be predicted that if Brace 
Beemer isn’t in the title role, 
Young America will address Min- 
neapolis in no uncertain terms. 


“Can you write good editorial 
copy and sell advertising?” asks a 
southern business publisher. 

Sure, but it will be embarrassing 
to attempt both at the same time. 


Class D golfers enjoyed the re- 
ports of Sam Snead’s victory in 
the Master’s at Augusta, if only 
because it proves that the pros 
have their troubles, even as you 
and I. 

Copy Cus. 
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Half the Philadelphia market 
is OUTSIDE the city limits... 


Don’t be misled about the Philadelphia Market! It’s 
twice as big as the city itself. Out in the prosperous 


- surrounding 13 counties, lives the majority of the 


population in this Philadelphia Market Area. 


To capture this entire buying area—to reach the 
combined population of more than 4,000,000 per- 
sons—to sell them—you need THE INQUIRER. 


Read the Chart and YOU’LL SEE ONE OF THE 
MANY GOOD REASONS WHY THE INQUIRER 
HAS CARRIED MORE ADVERTISING THAN 
ANY OTHER PHILADELPHIA NEWSPAPER 
FOR 15 CONSECUTIVE YEARS! 


WITHIN 
20 MILES 


WITHIN 
30 MILES 


WITHIN 
40 MILES 


WITHIN 
50 MILES 


Compare these ‘Up-to-Date Figures” — 


NOT JUST THE "HUB" — BUT 
THE WHOLE RICH MARKET! 


DAILY SUNDAY 
INQUIRER INQUIRER 
%o OF FAMILY COVERAGE 
77.8 86.5 
| ] | 75.0 87.7 | 
69.2 84.2 
ae 65.5 82.1 
58.7 75.2 


TED W. LORD, Empire State Bidg.,N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., Detroit, Cadillac6005 
West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Mnquirer 


Exclusive Advertising Representatives : 
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How department store sales 


CHICAGO DEPARTMENT STORE SALES AND 


ADVERTISING EXPENDITURES IN CHICAGO NEWSPAPERS 


Dept. Store 


1923 ‘24 ‘25 '26 '27 '28 '29 '30 '31 '32 '33 '34 '35 '36 '37 '38 '39 ‘40 ‘41 '42 '43 '44 '45 '46 ‘47 '48 
ae ee eae Se ee ee ee eae ee Se ee 


Sales 


$5$50,000,000 


$495,000,000 


r $440,000,000 
sis 


$330,000,000 


$275,000,000 


$110,000,000 


$55,000,000 


1923-1948 inclusive 


Advertising 


$7,000,000 


$6,300,000 


$5,600,000 


$4,900,000 


$4,200,000 


—|$3,500,000 


$2,800,000 _ 


$165,000,000 Lae tee, “ee, 991°?/100,000 
me, I i f 
., \ ee P $1,400,000 
a RO , oon 7 
a ern oZ ” 1 $700,000 
oo a) 


NOTES: Department store sales based on Federal Reserve Bank data. 
Statistics for Paper D for years 1923 through 1939 include Sunday 
volume of former morni nd Sunday newspaper which was 
merged with Paper C in 1939. 


CHICAGO TRIBUNE REPRESENTATIVES; A.W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 155 Montgomery 
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parallel linage in the Tribune 


*4,794,000.00 tcac 


sets new high in 1948 as 
department store sales 
reach all time peak 


HARTED at the left is $194,000,000.00 
worth of advertising experience too 
important to be ignored by any merchant 
or manufacturer determined to sell with 
greatest economy and effectiveness in the 


rich Chicago market. 


The chart shows the expenditures made 
by department stores for advertising in 
each of Chicago’s present four newspapers 
and the volumes of sales of these stores by 


years during the past quarter century. 


Here is long term evidence of the read- 
ing and buying habits which keep the 
Tribune out in front as Chicago’s most pro- 
ductive advertising medium. Increasingly 


Chicago department stores have relied on 


the Tribune to produce the volume they 
need and want. 


During each of the past three years 
these stores placed in the Tribune more 
of their promotion funds than they placed 
in all other Chicago newspapers combined. 
Last year they placed $6,954,000.00 of 
their advertising in the Tribune alone. 
This was $4,794,000.00 more than they - 
placed in the next Chicago newspaper. 


Tosell more today—and to build soundly 
for the future—see that your Chicago ad- _ 
vertising program is built around the Trib- 
une. Rates per line per 100,000 circulation 
are among America’s lowest. Per sales re- 


turn in Chicago, they are the lowest. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


February average net paid total circulation: Daily, Over 950,000 — Sunday, Over 1,650,000 


t., San Francisco 4; also, 448 S, Hill St., Los Angeles 13. MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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New Bill Protects Stations 


The Maine state senate has en- 
acted a bill exempting radio sta- 
tions from damages from broad- 
cast libels they could not prevent. 
The measure specifically makes 
them immune in cases of defam- 
atory remarks in political speeches. 
Federal law bars censorship of po- 
litical addresses. 


Jacobi Opens Own Agency 


Frank C. Jacobi, formerly sales 
promotion, advertising and mail 
order manager of Horder’s, Inc., 
Chicago, has opened his own ad- 
vertising agency at 208 S. La 
Salle St., Chicago. He offers ad- 
vertising and catalog service to 
stationers and is doing consulta- 
tion work on direct mail and mail 
order programs. 


ADS PULL 


with eye-catching mats or 
photos. Used by biggest 
advertisers. 100 new sub- 
jects monthly to drama- 
tize every advertising and 
sales promotion job. Write 
for FREE proofs No. 208. 
EVE*CATCHERS, Inc., 10 E. 38 St., N. Y. C. 


Set $500,000 Budget 
for Florists’ Drive 


DetTrRoIT—With national maga- 
zines continuing to carry the bulk 
of consumer copy, the Florists’ 
Telegraph Delivery Association 
plans to spend $500,000 during its 
1949-50 fiscal year in its adver- 
tising and public relations cam- 
paign. 

The new ad drive is to run in 
American Magazine, Business 
Week, Collier’s, Good Housekeep- 
ing, Ladies’ Home Journal, Life, 
Look, Nation’s Business, News- 
week, The New Yorker, Redbook, 
The Saturday Evening Post, Time 
and Woman’s Home Companion. 

The association reports that it 
plans a full 12-month trade cam- 
paign in five publications serving 
funeral directors, two nursing pub- 
lications and two hospital man- 
agement publications. Its Canadian 
advertising will be concentrated in 
28 major city newspapers. 

Harold R. Hewey, sales and ad- 
vertising manager, said the asso- 


ciation’s business has shown a sub- 
stantial increase in both order and 
dollar volume for the past three 
years, and that the basic adver- 
tising pattern will be continued 
along present lines. 

Grant Advertising, New York, 
handles the account. 


]WT Shifts Russo to N.Y. 


John Russo, in J. Walter Thomp- 
son Co.’s Buenos Aires office since 
1943, has been transferred to New 
York, where he has been assigned 
to the Radio Corp. of America 
account. 


Names Hirshon-Gartield 


Hirshon-Garfield, New York, 
has been retained es advertising 
and merchandising counselor by 
American Viscose Corp., New 
York, to handle its trade division 
advertising. 


Martin Food Elects Black 


James H. Black, formerly pres- 
ident of the Sprague Warner divi- 
sion of Consolidated Grocers Corp., 
has been elected president of Mar- 
tin Food Products, Inc., Chicago. 
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Who is the public in public relations? 


Most public relations jobs boil right down to the simple problem of getting a 
message to normal, every-day people who live in homes, and do the things 


their neighbours do. 


In Canada a good part of that work can be done by the Star Weekly because 
it is so big, and so well liked it goes into 42% of all the Canadian English- 
speaking homes, and even averages as high as 53% in the urban centres. 


They’re good homes, 


some of wealth. Half the Star Weekly families own their homes. 


too. Some large, some small; some of modest means, 


per cent have cars, 93% have radios. 


Forty-six 


It’s a big audience, a good audience—and economical to reach through 
this one medium. In fact there is no better way to tell your story to a big 


section of the public. 


Wand 16 rracbe tke Comadiouw Pubdie, he Star rae B 
aborne cam, Yura yor. 42% of, tha. Gngdish—aforaking a 


Cost of Advertising in The Star Weekly 
A full page of monotone advertising in 
the rotogravure section costs $2700. 

It gives low cost advertising at $2.99 for 

a thousand families. No plates are 
necessary as we reproduce directly from 
artwork or photographs. 


The STAR WEEKLY 


PUBLISHED AT 80 KING STREET, WEST, TORONTO, CANADA. 
Montreal Office: University Tower 
U.S. Representatives: Ward-Griffith Co. Inc. 


THE STAR WEEKLY REACHES ONE OUT OF EVERY TWO ENGLISH-SPEAKING URBAN HOMES IN CANADA 


The UCLA course, “Introduction .to Television,” will be taught, be- 
ginning this fall, by Richard J. Goggin, western division program direc- 
tor for ABC-TV. The course will be “upper division,” with definite 
prerequisites in theater arts subjects. .. Vincent Gibson, public relations 
manager of Kaiser-Frazer in New York, is back at work after a two- 
months siege of ulcers. . . Lyle Johnston, president of the Dorville- 
McLain Organization, Philadelphia, is recuperating from a broken leg, 
which he suffered while fox hunting. Most of the “recuperating” is being 
done in his office. . . 

Following in Presi- 
dent Truman’s foot- 
steps, William S. 
Hedges, v.p. in charge 
of planning and devel- 
opment of NBC, did an 
impersonation of Com- 
mentator H. V. Kalten- 
born at the Radio Pio- 
neers Club’s annual 
dinner, held in New 
York, March 31. Mr. 
Hedges succeeds Ed 
Kobak as president of 
the club. Other new 
officers are Frank E. 
Mullen; president of 
WJR, Detroit, 1st v.p.; 
Arthur Church, presi- 
dent, KMBC, Kansas 
City, 2nd v.p.; Paul 
Morency, gen’l megr., 
WTIC, Hartford, v.p. 
and secretary; Orestes 
+ e H. Caldwell, president, 
_ ‘ Caldwell Clements 


CAMBRIDGE COWBOY—Charles Luckman, president Publications, v.p. and 
of Lever Bros. Co., Cambridge, Mass., enjoyed his treas.; Edgar Bill, pres- 
favorite outdoor sport and had himself a fine ident, WMBD, Peoria, 
vacation during a recent visit at the Wigwam,  IIl., v.p., and J. R. Pop- 
Litchfield Park, Ariz. pele, v.p., WOR, New 

York, vice-president... 

When Henry A. Sullivan left WDSC, Dillon, S. C., to become general 
manager of WKIX, Columbia, S. C., he was given a Hamilton watch 
by the owners of WDSC, and a brief case by the station’s staff mem- 
bers. . . Maybe it’s a record, even in this business. Robert R. Gros, 
advertising and publicity manager of Pacific Gas & Electric Co., San 
Francisco, passed the 2,000-mark in speech making when he appeared 
before Stanford’s Graduate School of Business. . . 

Sterling W. Fisher, manager of National Broadcasting Co.’s public 
affairs and education department in New York, has been named to 
the board of governors of the Institute for Democratic Education and 
also has been appointed a member of the education committee of Radio 
Corp. of America. . . Duane Jones, president of the New York agency 
bearing his name, is serving as chairman of the promotion committee . 
for the New York City Cancer Committee’s 1949 fund drive for 
$1,250,000. . . 


Piae A 


TOKYO VISITORS—Carroll Rheinstrom, president of Macfadden Publications Interna- 

tional Corp., and Mrs. Rheinstrom pause in Tokyo on their way to Australia for con- 

ferences with publishers. They are pictured with the Shikan Nakamura, Japan’s lead- 

ing female impersonator, after attending Kabuki performance (Japanese traditional 
drama). 


Frank Kane, who publishes “Frank Kane’s Weekly Letter for the 
Beverage Industry,” is the author of “Green Light for Death,” published 
by Ives, Washburn Co., New York, on April 7. . . Ralph Johnson, 
public relations director of Western Electric Co., Chicago, is celebrating 
his 30th anniversary with the company... 

David Wilder, assistant radio and television director of Swift & Co., 
Chicago, was married on March 26 to Virginia Hilleary. . . Austin S. 
Igleheart, president of General Foods Corp., New York, will acquire a 
daughter, come June, with the marriage of his son, John D., to Lee 
Williamson, a New York girl. . . James M. Stewart, of the Reporter of 
Direct Mail Advertising, became engaged, a few weeks ago, to Evelyn 
Chilian, of New York... 

N. W. Ayer’s executive vice-president, Gerold M. Lauck, boarded a 
plane for a combined business-vacation trip to Europe with a copy of 
AA tucked under his arm. .. And Ayer’s art director, Leon Karp, won 
another prize—his third in a year. This one was the Brooklyn Museum’s 
Purchase Prize. . . 

Florence Kuttner, v.p. of Kuttner & Kuttner, Chicago agency, left for 
Europe by air April 2 to look at fashion designers’ collections in London 
and Paris, and travel through Italy, Switzerland, Belgium and Portu- 
gal... 
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every issue of 


ADVERTISING AGE...” 


Comments “Dick” Drake, 
Advertising Manager of 
FELT & TARRANT MFG. CO. 


(<4 ° P . 
since it was jist 


published back in 1930. 


‘Every week I find many 
helpful and stimulating stones 
which I frequently chp and 
send to other members of our 
organization. 


“Come to think of it, I am an 
and Advertsing Age fan! 


P.S. I ltke your editorials too!” 
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‘| have read with increasing interest 


RICHARD F. DRAKE 


started his career in graphic arts and advertising as a 
part-time reporter and circulation man with the famous 
Emporia Gazette, edited by William Allen White. Armed 
with a B. S. degree in education from Kansas State 
Teachers College, he took postgraduate work at North- 
western University, studying sales and advertising 

and working nights at the Chicago Daily News. His first 
advertising job was with DeVry Corp., followed by a 

two year stint with Lyon Metal Products, Inc. In 
September, 1931 he became associated with Felt & Tarrant 
Mfg. Co., makers of Comptometers, where he has been 
ever since. He is a charter member of the Chicago 
Federated Advertising Club, and past president of 

the Advertising Executives Club. 
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Babbitt. Marlin Give 
N. Y. C. Income to 
City Cancer Fund 


New York—Marlin Firearms 
Co., New Haven, and B. T. Bab- 
bitt, Inc., New York, will contrib- 
ute, during specially designated 
periods this month, the full retail 
price of every package of their 
products purchased in New York 
City, to the city’s cancer com- 
mittee. 

The donations will help meet the 
city quota of $1,250,000, according 
to Duane Jones, head of the agency 
bearing his name and chairman of 
the promotion committee of New 
York’s cancer committee’s 1949 
fund drive. 

Mr. Jones, famous for his box- 
top premium offers, developed the 
idea for this cancer donation Bab- 
O, which is handled by the Duane 
Jones agency, is contributing to 
the cancer fund for two weeks 
ending April 18. 


a Any purchaser of a can of Bab- 
O in New York City during this 
period can make it possible for the 
committee to receive a donation 
from the manufacturer equal to 
the amount paid for the product, 
by removing the label from the 
can and mailing it to Cancer, New 
York 17, N. Y. For every label that 
reaches the committee in this man- 
ner, B. T. Babbitt will donate an 
amount equal to the retail price 
paid. 

From April 11 through April 25, 
the Marlin Co. will donate the re- 
tail price of Marlin razors. The 
medium of exchange for this tie- 
up will be a boxtop. Every person 
buying a package of Marlin razor 
blades in New York City can make 
the retail price of the package 
available as a contribution by 
mailing in the boxtop. Craven & 
Hedrick, New York, handles Mar- 
lin. Both offers will be announced 
on Babbitt’s radio serials and in 
Marlin newspaper advertising. 


RITTER GIVES PROFIT 
TO COMBAT BLINDNESS 
BrmpcGETON, N. J.—P. J. Ritter 
Co., packer of Ritter catsups, chili 
sauce relish, White-Label pork 
and beans, and other food products, 
will donate all of its profits during 
May to the National Council to 
Combat Blindness. 
The 12-year-old blind songstress, 
Betty Clark, is featured by Ritter 
on its Sunday broadcasts over the 


Community 
influence 


American Broadcasting Co. net- 
work. 

Profits from retail sales will be 
computed from labels which lis- 
teners are being encouraged to 
send into Betty at ABC in New 
York. 

“Betty Clark Month,” which the 
promotion is called, will be pro- 
moted on Betty’s program for 
seven weeks prior to the actual 
conclusion of the program. In ad- 
dition, Ritter, through’ Clements 
Co., Philadelphia agency, will run 


special ads in hundreds of news- 
papers on food and radio pages. 


Lovell Elects Edward Doll 


Edward C. Doll, executive vice- 
president, has been elected pres- 
ident of Lovell Mfg. Co., Erie, 
Pa., manufacturer of wringers for 
washing machines. He succeeds 
A. M. Doll, who is chairman of 
the board and treasurer. Other 
officers elected are: Vinton C. 
Black, vice-president; E. W. Lon- 
dregan, secretary, and Wilfred E. 
Blood, assistant treasurer. 


Industrial Ads Split 


Chemical & Engineering News 
in its April 18 issue carries split- 
run advertising for the first time 
for industrial advertisers, Rein- 
hold Publishing Co. believes. Ad- 
vertisers testing in the first run 
are: American Cyanamid Co. 
(copy appeal in four-color page); 
American Mineral Spirits (black 
vs. black and one color); Armour 
& Co. (ad with coupon vs. ad with- 
out coupon), and Fred Carver, 
a) with and without price 
ists). 


Advertising Age, April 18, 1949 


Mayer Appoints McDonald 


Jack McDonald, formerly with 
Grant Advertising, has been named 
advertising service manager of 
Oscar Mayer & Co., Chicago meat 
packer. His headquarters will be 
in the Madison, Wis., office of the 
company. 


Names O’Grady-Andersen 

O’Grady-Andersen, Advertising, 
Chicago, has been retained to di- 
rect the advertising of the radio 
division of Stewart-Warner Corp., 
Chicago. 


Folks depend on teachers‘ for 
most of the ideas and a lot of 
the hard work on community 
programs, as well as school ac- 
tivities. They respect teachers’ 
opinions and suggestions .. . 
and what teachers say and do 
influences the entire community. 
Get America’s most influential 
market on your side. Ask 
Georgia C. Rawson, Manager, 
how State Teachers Magazines 
reach more teachers, get more 
readership for your product or 
industry story. 


43 MAGAZINES 752,000 SUBSCRIBERS 


STATE PEACHERS- 


MAGAZINES 


307 N. MICHIGAN AVE., CHICAGO 1, ILL. 
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Advertising Age, April 18, 1949 


Hobart Appoints Kennedy 
Terrence D. Kennedy, formerly 
assistant sales manager of Orkil, 
Inc., Bridgeport, Conn., General 
Electric distributor, has been 
named sales manager of the new 
KitchenAid home dishwasher di- 
— of Hobart Mfg. Co., Troy, 


Drops Aluminum-Lock 

Schultz & Ritz Advertising 
Agency, Portland, Ore., has re- 
signed the account of Aluminum- 
Lock Corp. 


Haehnle Names Guenther 
Wilfred Guenther, formerly with 
Station WQAM, Miami, Fla., in 
a sales and sales promotion capa- 
city, has been named director of 
radio and television of Haehnle 
Advertising, Cincinnati. 


To Wilhelm-Laughlin-Wilson 
The New York office of Wil- 
helm-Laughlin-Wilson & Asso- 
ciates has been named to direct 
the advertising of Froelich Leather 
Craft, gift designer and manufac- 
turer. : 


Magic Chef Dealer 
Book Omits Hooey, 
Gives Selling Tips 


Sr. Louis—American Stove Co.’s 
1949 promotion plans on Magic 
Chef gas ranges are presented to 
dealers in a comprehensive 32-page 
brochure, “The Story of the Gas 
Range Business,” with copy de- 
void of the puffery often charac- 
terizing such presentations. 


Designed as a merchandising 
textbook for range selling, the 
12x15” booklet opens with terse 
paragraphs summarizing the status 
of the market, range customers, 
range dealers and the company 
itself in each of the years 1941-49. 

The company’s line is then pre- 
sented, with brief paragraph re- 
capitulations of pertinent features 
and selling points, and the bro- 
chure describes the expanded na- 
tional campaign in Better Homes 
& Gardens, Country Gentleman, 


time! Summertime in the Northwest is just what the doctor ordered. 


wonderful time 


TAKE 13 WEEKS WITH PAY...ON WCCO 


Stay on wcco all year ’round—without a Summer hiatus—to have a wonderful 


BIG SALES! Throughout the 6-state wcco territory, retail sales are just about 


as high ($699,000,000) in June, July and August as they are in any other 


season. Northwest farmers harvest cash crops of $865,927,000 in these three 


months, and more than two million vacationists bring in (and gleefully spend) 


an additional $212,000,000. 


BIG LISTENING! WCCO delivers an average daytime Twin Cities Hooper of 6.0 


sales while the sun shines. 


averages 200% more listeners than any other Twin Cities station.) 


in the Summer—58% better than any competing station. (Throughout 


the 6-state area surveyed by the cBs-wcco Listener Diary,” wcco 


BIG PRECEDENT! Last year, 48 blue-chip local and national spot advertisers 
(30% more than the year before) stayed “on the job” all year round on 50,000- 


watt wcco. As they'll do again this year... having a wonderful time, making 


You'll find. as they have found, that the 13 Summer weeks on weco are 13 


weeks with pay. For reservations, see us or Radio Sales. 


caso eau WOGO 


Minneapolis-St. Paul « CBS 
Represented by RADIO SALES 


ig 


Good Housekeeping, Ladies’ Home 
Journal, McCall’s, and The Satur- 
day Evening Post, plus 14 trade 
publications. 


® Dealers are told of the promo- 
tion plans of the American Gas 
Association, the Gas Appliance 
Manufacturers Association and the 
Liquified Petroleum Gas Associa- 
tion—and how American Stove Co. 
plans to reach specialized markets 
such as school home economic de- 
partments, architects and builders 
and rural dwellers. 

In addition to restating such 
axioms as “real profit results only 
from better selling and service,” 
the Magic Chef text offers de- 
tailed data with charts and graphs 
showing how and why these 
axioms are true, and presents a 
check list of basic sales promotion 
requirements, and a formula for 
calculating an advertising and 
merchandising budget. 

Demonstrations get a heavy play, 
as do the techniques for actually 
using newspaper, radio, poster and 
car card advertising; special direct 
mail campaigns, store displays and 
convention exhibits—and dealers 
also are told of American Stove’s 
expanded cooperative ad plans, 
which include all of the above 
media in the co-op budget (only 
newspapers previously were cov- 
ered). 

Meldrum & Fewsmith, Cleve- 
land, has the account. 


Confectionery Firm Names 4 


Richard W. Clare, sales manager, 
has been appointed manager of 
marketing in charge of sales, mer- 
chandising and advertising of New 
England Confectionery Co., Carn- 
bridge, Mass. Wade H. Jones, mer- 
chandising manager, has been 
named advertising manager. Wal- 
ter A. Lapham has been appointed 
merchandising manager and Mar- 
garet M. Kedian, assistant adver- 
tising manager, has been named 
public relations manager. 


Lipman, Wolfe Names Kushell 


Murray G. Kushell, formerly 
advertising and sales promotion 
manager of Pal Blade Co. and Per- 
sonna Blade Co., New York, has 
been appointed sales promotion 
and advertising manager of Lip- 
man, Wolfe & Co., Portland, Ore. 
He succeeds Nelson C. Hazeltine. 


Appoints Barger 


American Poultry Journal, Chi- 
cago, has appointed Walter E. 
Barger & Associates, New York, as 
its eastern national advertising 
representative. 


$7,000,000 
BUYS A LOT OF BATTERIES 


And that’s only a minor fraction of 
the $1) billion Motor-Freight Car- 
riers spent last year on parts, fuel, 
equipment and the thousand-and- 
one other things they need. Motor- 
Freight Carriers get their “where- 
to-buy-it” information from the 
pages of TRANSPORT TOPICS, 
the only ABC paper devoted to 
trucking. 16,000 paid copies weekly ; 
45,000 Third-Monday distribution, 


@ 


Gransport Topics 
The National Weekly of the Motor-Freight Carriers 


Washington 6, D.C. 
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YOUR ONLY REAL SECURITY — A HOME OF YOUR OWN 


the Kind That Anticipates and Acts on Industry Problems... 


ILLIONS of people were wondering, undecided, waver- 
ing. “Should we buy or build o home now—or wait?” 
they asked themselves. And while they waited and 

watched and wavered, the building industry struggled with 
its greatest current problem: how to get those millions of poten- 
tial home owners down off the fence and stir them to home- 
buying, home-building action—now, today, in 1949... 


PB “MESSAGE” SPEARHEADS INDUSTRY ACTION 


That was the situation when PRACTICAL BUILDER 
broke into print on the morning of February 21 with its 
1300-line advertisernent in the Chicago Tribune, published 
in conjunction with the annual convention of the National 
Association of Home Builders. This was the answer those 
millions of wavering prospects were waiting for! 


The response has more than justified the action. Builders, 
lumber dealers, manufacturers and local newspapers from all 
parts of the country are requesting permission to reprint 
PRACTICAL BUILDER’S “Message to the Man with a 
Family” and ordering the tie-in merchandising materials 
developed for the industry by PRACTICAL BUILDER 
(and its companion publication, Building Supply News). 


in 1938 ... SMART PEOPLE BUILD BEFORE A BOOM 


in 1939... GOOD LUMBER PROPERLY USED HAS NEVER FAILED 


“We would like to obtain one hundred copies of the 
oF tone’ Opa’, Slay st. omg 

our n ay we congratulate you—it is 
excellent!” .... Getholz 2 


Flint, Mich. 


“Please send details of advertising aids on “Your 
Only Real Security—A peoag, 5 our Own’, asad- — sddiri 
vertised in erty March issue.’ 

Inc., Little k, Ark. 


“We should like to have your onthe i repro- 
duce both in our local newspapers and oe cee direct 
mail distribution the major part of 
faites = Monday, 

tribune on Mo February. 2 
sod Seca very foman ly! = your ad leSidded, Re Only 


in 1940... THIS IS A GOOD TIME TO BUILD 
in 1944 ... DEBUNKING THE MIRACLE HOME 


in 1946 .. . MESSAGE TO A HOMELESS VET 


aud nou — in 1949 . ee 


Here's Alert Editorial Leadership... 


That Pays Extra Dividends —to Readers—to Advertisers 


this is a very strong non timely message is saat we 
may have your permission to reproduce it with such 
slight variations as will 

situation. 

“We also like your little stickers advertising the fact 
that ‘your home is your only real security’. We en- 
cote en tor tis thouthad Of thoes stickers.” 

Mueller Lumber Co., Davenport, Iowa. 


“We have read your editorial in the March issue of 
Building Supply News and are very much in 
in securing posters, s' 


Dike ces and publicity.” 


WI CUtifuinpe VE Ones. / 


MANUFACTURERS URGED TO PUSH CAMPAIGN 


The new campaign was given an initial boost when the 
NAHB convention passed a resolution commending PRAC- 
TICAL BUILDER “for its leadership and unselfish devotion 
to the best interests of the American people, their homes, 
and the home building industry.”” Added the NAHB: “This 
is public service of the highest order.” 


Manufacturers of building products—of every item that 
goes into the production of a home—are urged to back up 
this campaign in their own advertising and promotion—to 
sell their dealers, their builder consumers and the public 
the idea: 
Your Only Real Security ... 4 
A Home of Your Own 


The almost overnight switch to a buyer’s market means 
that every factor in the home building industry must now 
SELL. Again anticipating the industry’s need with this most 
timely campaign, PRACTICAL BUILDER believes the 
building industry will sell homes to those doubtful, wavering 
American families with the aid of this campaign in 1949. 


Builders, Lumber Dealers, Others Applaud ‘Only Real Security” Campaign 


{A Few Typical Comments) “We are very much ran in jn rome, comps n to 


promote home ownershi 
tity—A Home of Your Ye ys oe plan- 
ning to build some edesnliiaa around a scale model 
of a concrete masonry house to be displayed in one 
of our local banks. We notice that you can furnish us 
with posters,-stickers, mats, releases, etc., which we 
think would tie in well with this idea, and and we are 
wondering if you would forward us by return mail 
Snel information along this line.” . et River- 
side Block & Supply Co., Inc., Tazewell, Va. 


“Will you please send us 2,000 of your little yellow 
stickers entitled: YOUR ONLY REAL SE ITY 
—A HOME OF YOUR OWN. Our check for $2. 30 
to cover the cost of these is enclosed. Thank you. 

. . W. B. Barr Lumber Co., Denver 1, Colo. 


“The advertisement which a in the Chicago 

Tribune over Practical Builder’s name should cer- 
tainly create a lot of interest and do an excellent 
public relations job for your publication. It was a 
most timely advertisement besides being wy well 
written. Congratulations on an excellent gees 
G. ¥F.-H Minnesota & Ontario 
Minnea 2, Mina. 


ty—A Home 


Community Homes, Inc., 


- W.S. Daniel Co., 


that appeared in o Chicago ‘Daily Daily 
Obviously, we 


‘ome of Your Own’. We thi 


be necessary to meet our 


ission to copy ad published February 
or ‘eae mess Chicago Tribune, caption ‘A Home of 
Your Own’, copyright by Industrial Publications. 
Local builder desires to use soe ue in ad ge his sig- 


nature. Please reply.” cai y, Business 
Manager, Breeze Courier, Taylorvi 


—: mats, etc., for local 
. Inyo Lumber Co., 
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his fami! 
Where else can you money, 
the fruits of your labor; how else can you 


Your only real Security... 
A Home of Your Own 


A Message to the Man with a Family 


to help a man hold his home. This lesson 
our country will never forget. 


pression of the thirties that it is neither 
wise, profitable nor necessary to take an 
honest man's home from him. We learned 
that there are measures that can be taken 


be extended to more families than ever 


In this insecure world a home of your 
own is the only sure bulwark you can 
erect against the forces that threaten the 
security of your family. 


Mize here in Chicago this week, 
in the biggest building convention 
ever held, are leading home builders of 
this country, over 10,000 of them, mem- 
bers of the National Association of Home 
Builders. These are the men—and other 


thousands like them—who built more 
than 2,000,000 homes in a little over two 
years. These are the men—home builders 
operating in every community of the 
country—who beat the emergency in the 
American way, without government sub- 
sidy and help. PRACTICAL BUILDER 
magazine is proud w be a part of the 
industry that did this job. 

Good as the job of the country's home 
builders has been, the National Associa- 
tion of Home Builders know that job 
isn't Gnished. They have come to this big 
Chicago convention from every part of 
the country to exchange ideas, to discuss 
methods, to develop plans that will en- 
able them to make a reality, the home 
owning dreams of millions who never 
thought such a thing was possible. 

These men are serious, deadly serious, 
about their job. And helping them are the 
nation’s leading manufacturers of build- 
ing ials and equip with new 
products and new ideas; the leading ex- 


people of this country, whether of high 
or low income, the greatest housing val- 
wes this country has ever seen. 

To the National Association of Home 


PRACTICAL BUILDER 
The “How-To-De-it" Magazine Read by Over 80,000 Practical Building Men 
S SOUTH WABASH AVE., CHICAGO 3, ILL. 


Publahed by Industriel Publications, Inc, pe “lakers of mogorines for the building indvetry Proctical Builder, Building Supply News, Building Moterial Merchant 
end Wholesaler, BSN Decler:’ Directory neve, Brich ond Clay Secord, Ceramic industry, Ceramic Date Book. 


“Only Real Security” Campaign 


Merchandising Aids Developed by 


ie PRACTICAL BUILDER (and Building Supply News) 
| ad a ete 7 for Use by Dealers, Builders and Manufacturers 


_ to Spur Home Buying and Building in 1949 


TTT Tt] 
WT TTT TTT 


| FOLDERS and STICKERS 


BANNERS 
AND POSTER 


Buill Mow y pt 
€ 
pe aes | 


PAY LIKE RENT 


Let us show you why NOW is the time 


YOUR NAME 
AND ADDRESS 


MANUFACTURERS: The campaign materials illustrated are available, at cost, to building products manufacturers as well as 
dealers and builders. Write or wire for details on how you can tie in with this nationwide campaign for more sales in1949. 


AGTICAL BUILDER 


The “‘How-To-Do-It” Magazine Read by More Than 80,000 Practical Building Men 


5 SOUTH WABASH AVENUE, CHICAGO 3, ILLINOIS 


Published by Industrial Publications, Inc. for over 32 years exclusive publishers to the Building 
Industry, also publishers of Building Supply News, BSN Dealers’ Directory Issue, Building Material 
Merchant & Wholesaler, Brick & Clay Record, Ceramic Industry and Ceramic Data Book. 
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Succinol Names Ramsdell 


Lee Ramsdell & Co., Philadel- 
phia, has been appointed to handle 
the advertising of the Succinol 
Co., New York pharmaceutical 
manufacturer. Professional jour- 
nals and direct mail will be used. 


Appoints Holmes 


J. R. Holmes has been appointed 
general sales manager of Mechan- 
ical Equipment Co., Montreal. 
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Craftint Kleen Stik Rubber J ——— 
Cement is recommended @ 
for all kinds of mounting, 
pasting or sticking. It is 
crystal clear. Excess rubs # 
with the finger. 
At your dealer or 
write direct. 
THE CRAFTINT MFG. CO. 
1615 Collamer Ave. Cleveland 10, 0. 
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PURE RUBBER CEMENT 


Union Industries 
Show Set for May 


CLEVELAND—Good  labor-man- 
agement relations will be demon- 
strated, in action, at -the fourth 
Union Industries Show to be held 
in the Public Auditorium here May 
18-22 under sponsorship of the 
Union Label Trades Department 
of the American Federation of 
Labor. 

I, M. Ornburn, secretary-treas- 
urer of the AFL department and 
show director, said a record num- 
ber of manufacturers of nation- 
ally-known products will set up 
exhibits featuring union made-in- 
America goods. Union services also 
will be demonstrated. Displays will 
include food products, wearing ap- 
parel, glass and pottery, building 
materials, household furnishings, 
appliances, fuels and heating 
equipment, etc. 

Through radio and video tieups, 
leading exhibits will be broadcast 
during the show. Fox Movietone 


CIRCULATIO 
UP 72.4% 


IN ONE YEAR 


16 pages of Comics 
all in full color 
every Sunday 


Enlarged Sports Section Bee 

every day — best sports 

coverage in the moun- 
tain states 


With features like these — and 
many others, daily and Sunday 
— THE DESERET NEWS during 
the past year has made gains 
in both circulation and linage 
that are the talk of the industry. 


News also plans to film the 1948 
event for nationwide showings in 
movie theaters, and will make a 
sound film for later exhibition at 
union meetings throughout the 
country. 


Schine Appoints Orr 

The Schine Organization has ap- 
pointed Robert W. Orr & Associ- 
ates, New York, to handle its ad- 
vertising for Wiggins Candy Co. 
and the following Schine hotels: 
Boca Raton Club, Boca Raton, Fla.; 
Roney Plaza, Miami Beach; McAl- 
lister, Miami; Ritz Carlton, Atlan- 
tic City; Ten Eyck, Albany; Am- 
bassador, Los Angeles, and Wig- 
gins Tavern and Hotel Northamp- 
ton, Northampton, Mass. 


American Airlines Ups Jacob 
Claude W. Jacob, vice-president 
and secretary of American Air- 
lines, has been appointed assistant 
to President C. R. Smith. Mr. 
Jacob will continue his vice-presi- 
dential duties and will continue to 
be responsible for the Washington 
office but will move his headquar- 


If you don’t have a copy of 


our comprehensive just- 
published CONSUMER 


ANALYSIS, send for one. | 


ters from Washington to New 
York. 


TOPS IN CANADA—This Procter & Gamble Co. car card for Tide won first place in 


the Advertising Research Foundation’s Canadian survey in the Continuing Study of 
Transportation Advertising. 


Wyatt Joins Grey Agency 

John M. Wyatt Jr., formerly 
radio director of Cecil & Presbrey, 
New York, has joined Grey Ad- 
vertising Agency, New York, as 
account executive. Grey takes over 
the advertising of Ronson Art Met- 
al Works from C&P June 1 (AA, 
March 14). 


t Nems 


SALT LAKE CITY, UTAH 


National Representative: Cresmer G Woodward, Inc. 


Farm and Garden — 
largest farm paper 
in the mountain 
states 


Family Section — 
features for every 
member of the 


‘|Smith, Smalley & Tester, 


Tide Car Card Sets 
Alltime Record in 
ARF Canadian Study 


Toronto—A Procter & Gamble 
car card advertising Tide won first 
place in the Advertising Research 
Foundation’s first Canadian sur- 
vey of the Continuing Study of 
Transportation Advertising. 

The study, covering the Winni- 
peg, Man., area, was made by the 
foundation on behalf of the joint 
committee for advertising research 
of the Association of Canadian 
Advertisers and the Canadian As- 
sociation of Advertising Agencies. 

A total of 142,000 persons 15 
years of age and over saw and 
remembered the Tide ad which 
was displayed in the Winnipeg 
area for 30 days last November. 
The 11x12” card obtained the 
highest readership ever recorded 
in the transportation study. It was 
noted by 58% of the Winnipeg 
area’s basic population of 216,000. 

A Bromo-Seltzer car card took 
second place in the Winnipeg study 
and a Bank of Montreal car card 
took third place. 

The field survey and tabulations 
were made by Gruneau Research 
Ltd., Toronto. Alfred Politz Re- 
search, New York, the company 
which has made all the founda- 
tion’s transportation advertising 
surveys in the United States, in- 
structed the Canadian organiza- 
tion in the techniques required 
by the foundation. 


Musicians Negotiate 
Video Wage Increase 


The American Federation of 
Musicians in New York last week 
signed a new one-year agreement 
with the radio networks calling for 
a wage increase for musicians em- 
ployed in television. Rates for local 
television broadcasts were raised 
from 6624 to 80% of the applic- 
able AM rate; the network sched- 
ule was increased from 75 to 90% 
of the AM rate. 

This contract covers only tele- 
casts on network owned and op- 
erated stations and network pro- 
grams fed to independents. 


Crosley Schedules Shelvador 
Spots in 87 Markets 


Crosley division of Avco Mfg. 
Corp., Cincinnati, has scheduled 
its new singing commercial for 
Shelvador refrigerators in 87 key 
markets. Benton & Bowles is the 
agency. 

The spots, running 15, 30 and 60 
seconds, also are being made avail- 
able to distributors and dealers for 
sponsorship on local stations. 


WKY-TV. KRIO to Join ABC 


WKY-TV, Oklahoma City, and 
KRIO, McAllen, Tex., have affili- 
ated with American Broadcasting 
Co., New York. WKY-TV, ABC’s 
32nd television station, is expected 
to go on the air June 1. KRIO, 
which operates on 1,000 watts, will 
join the network effective July 
21, bringing to 272 the number of 
AM stations affiliated with ABC. 


To Smith, Smalley & Tester 


Haring Chandor has joined 
New 
York agency, as an account execu- 
tive. 
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ON THEIR MINDS 


Are you getting into the HOMES of Chicago's most IMPORTANT million? 


Are you doing a good solid job of making these folks feel friendly to your products? 


Are they reading about your products under the most favorable circumstances? 


Through the medium of only one newspaper= 

Chicago Daily News—you can reach Chicago’s 

most IMPORTANT million. And, mind you, in their 

HOMES. in their HOMES where they can read about you 
thoughtfully and thoroughly in the most pleasant surroundings. 


How can you expect to get into these HOMES with what you have to sell if you don't get in with 
what you have to say? 


How can you expect maximum sales success in Chicago without the steady patronage of Chicago's 
most IMPORTANT million? 


It takes a lot o’ buyin’ to keep good HOMES 
a-goin’. Particularly those HOMES whose substantial 
character demand a family newspaper 

edited on their own character level. In Chicago 

it’s the Chicago Daily News. 


CHICAGO DAILY NEWS 


For 73 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building 


LOS ANGELES OFFICE: Story, Brooks & Finley, Inc. MIAMI OFFICE: Herald Building. Miami. Florida 
624 Guaranty Building 
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Ul new technique in Journalism | 


“AUTHORIZED INTERVIEWS” with leaders of Business, Labor 


and Government, held in our news rooms in Washington, 


strike a new note in news magazine publishing. 


Unlike the conventional press conference which covers many subjects, this new technique 
of the AuTHORIZED INTERVIEW concentrates on a single subject. It is a give-and-take dis- 
cussion among the senior editors of U.S.News & Worip Report and a top authority. 


In the interest of accuracy, a transcript is submitted to protect persons interviewed 
against stenographic errors, and to assure that it is 100 per cent authorized. 


An important part of this technique is to make available to the press the entire 
text of each interview for simultaneous publication with us. Many newspapers 
as well as the wire services have taken advantage of this unique news service by 
publishing these exclusive AUTHORIZED INTERVIEWS either wholly or in part. 


* 


THIS RECENTLY ADDED SERVICE TO OUR READERS AND TO THE GENERAL PUBLIC 
CARRIES OUT THE BASIC PUBLISHING FORMULA OF U.S.NEWS & WORLD REPORT— 
THE REPORTING AND ANALYZING OF 


USEFUL NEWS FOR IMPORTANT PEOPLE 


cage hE -_ Z : ‘ shea " a pee ; ee aos a o Rd : Sareea hie Pe eer aie - col’ na alters eae tal AES ih 
Bi igs : is a ree ; caae Bet ene pi india ii. Po ns : ‘ ; rh as ‘i. eae oe Te eee pr ii aS ie ge aces) ra Bieertis Be. ee eee eae ee eee eC a ae ere wee, ee aes 
i * ver ; a eg acs. i i 7 ase: - 1 gee mites ek 
— “3 =a : £ : : a) 
it tally , , sf - — 
A Py 7 a “; - 
cai x ; : ae ie 
+ ee cre me 
es ‘ é ; , eee AER 
“e | ’ se ae ang 
a ea : — eS i, ieee oe oe ‘ 
oa ot nt ha ee ees a Sa el ie ta oe? eer a yn ; of 2 ae are 
; a" Se yer - Eek 9 ee ee eet eck Ree Mea: OMe Ti aie sae  & Se en a oe ee ie noes, oF ee ey ty oe Pie ae : <i Pee: 
a fee : same 4 fe te iG Bag ly RM eM ga a a ie td © igen - d % calie 4 a mi. ae Sa ee pasty y ite Coen Ree 8 (on ae 
$13 Oe ees  lt—‘=é#Z foes, A aie aig eae TT ae TEP EYE Ete ee eee > Sa eer ee 
Paid a ees ae BS Rly Sa aace aaa Wee! Tee ee on ) ok 2k, o $9 tee ia aie ees wee oe S| 4 4 Pte Sear st) 6 ce pan ae 
7 me | teense: — baa a A ReMi Mi a cee cee ok ae = ee | f . Ls : PRE sR ee Re tee Seon ; = cul ou eps 
See ei nf 7 a agai bss ey Se ea ” ‘os — Ue to ? a Be ae by ae on i : $ Pe eee re rae ree 7 ae ca Pe afte. ia. ean a - 55 
: ‘ Pe, . Fearne ‘: oll Sie se awe. F cPexg 7 Ss : re oe ae ie ee ee | tes gk 8% os 4 <2 8 rele Bs Fiat 
; ae RR — . > i ot heres Be ge: : = he seem Bmee bh tiae? tet Rae A aE : ges : “ pitt 
ia aida aden — pie a eee ss : S a a . Etdaiie ee ep - 
‘ ——— | SEP ea ee ie Ata : . 2 . i ees. ie eee Geen Wa | : | Jeon ae : 
a ea * ee Pe : a 3 ae 2 ae ‘ & > w rice, Vee L a com aa if 
; ' ae ; me ol i a ; ae) bee ie a ney aes 
> Zee ta i ee een aaeee “a3 : . Bo eee F 4 ihe es aa © y . im. 
Se . * ge : yi aan q Ben :  & we PO. : = 
: SS oy i ds eras : = cae eras ei } : + Ber ae . arte. | bok Z 7 ws! ; 
' a > - gee fa . Ape oe: rub ioe SF Le rae ao) f i ease ‘ aa naetennanniiage aecine = are ie 
4 ai x : * 7 M3 -oe an : 3s) 2 Ee Fines ‘ if 
li ——. cbt E Rega A cmmmeees| 
“ hice aaieattealiac aaa ee pay ie Roa rs fe a7 Es as ot Beat! 5 Po ae ae 
E \ #0 a Pe ren ee eB ante ; 
i gamer gyre niall ip fe eal « i ; } oe [ i pe , 
» ee io .  f Bigs is nl a ali f gt? 5; q VY RR ee SR a gale y i a 4 
ee tet eT Pe TES oe ot fered! gS tese: . 
‘ ie ee a en in CeSt  eeee ee a 7 a te ats - cs ee “Bigagpereptemensy mene muennemomnn arn tore rer RS ery ; 5 
a 3 he eer. 4 ec ie Bi  —_—_—- a . ~~ ca Beaten 5 hata i lll ta : : 
i f cis cme ES rd ; > ae ee ial a ae ee ia a et Ate gee PEE 7: ¥ a on aes ua woe sie ‘ial 
: Pe ae ie ‘ By ee a ‘ As Re ; es ae ay iS Se eee Pts % 2 Rey ae * 2 ot an a aE " 2S ale 
neg fog eg eae ee ee ee eA » ere 25 ryt ae ee ae Tn ft 15 oe : “iliog 3 ee 
. a” eae : S i, o- he ‘ q ia = oe ro Es Bat Sa a SAGAN eee) re ae Fed ae ho Sa nS yo Pee hor Nee 3 .* ee : 
: se j 4 ; 5 ee : pie va. 7: “5 cya, . Pe ee Pgh eles age i Me “oe . collie) «ak ges Saale zi. ‘ 
ra ei a a8 vo : ie ei 2% eee. 2: ; rt . - eo 5) aa a em rie “er 5 0 were oa Pied wae, As ** > ohige aye np Ph ia 
© no ee gt aa : 2 aa Fe Pelee y eS! 4 citer ea.) gre ee esa i _ ee sea ia P eee 5 na iat Actas Rost iS = ee 
a eae ae - Bt Day AES cea Sie el ae en ae Saat ae = ae SS aan ae " a ag? aaa eee 
ee aay bien po ow “4 os :lUlC tie i; Eee ae es as Pec ere ee 
anh ise cake a Bima dee < iS es 3 vine tS a sam fy. at a aaa ee. 1s se Pe oe 
Ob at ae a ~~. ——_ : ae at a ae “ |. aa Bee te ad a a : Ei Ae). “eke me iets : i 
ihe a ae seer ‘ .-. ee : os! 22 ee at: Se: 4 ee a m : ; 3 4 a ree Sai oe 
oe ears x ary. a, srs : aan x om hee z ~e re ie so p= ere ane ee oe « im meres og) : Hi 
eee lus Se Dee ys eee ee i ete a gS (Ais ’ eg ee iu tet tO nm ae BA ee Ree 
ae ee me Se ae see ge ime = . « ti J ae: Se a OS an me ae ae + a. ee TT ee rn 
Pa ae See! er ee eee eet oh ‘ a a M a oe Os hes Fe ea =i a ee See ie - 
Hay oF ee ee a ee Et, ea : on a oo 7 A ' P eee 
UE ae Teen | MOE oe ti ee 4 Bia: f ni alee Pes hae Ne = ty i an j “a 5 wet ge Page 2 
ed yee A jain 2 A al 2 Sao i eae em are Bit - fe es e F oe ar . eS Mette ly a i ei a Wee 
a. a hee eS Se 3 a * A a 4 See oe ae “f . os Brus q Per euy... cna a yy 4 a Te peer” Bn Se 
Boe eg Deis eat Cees ‘oo a 7 he A Si: a, Ma) . ae ee : Ae eee P ey ot es a a ae ye hee : 
bat aes — se eee a aerate Pa fiurce: °° Soe NE = oe ‘: ee, ae pelted meee, Pe ay © = a save = : oe 
: Oe cael Ze gp a aacire i: ie ian eae age rn ee a. 4 My (bee on a fais , 
Ces ‘ eo hl . 2 s <a By: ; bere ia ec ee) bee 2 ee Q e + 
soe Aaa es ae - i Wee > i a < K, a eins Be ..cn 7 oe rit 4 ; ers : ¥ 
: <i A ee a ia ee Me : ae = mn : tans es a ae ya is # = ye 
e 2 a — Te Ce, re Sea e ss al * 2 a ns roe tS all i 
: Oe wa =e ie. le 2 _ ear >. Aree 4 se ee 
4 i Sug af , Pet (ae a f re se % : rg i oo ‘ eo See a Boies Act 3. 
= 7 ‘ Z a g “sy aa Ze Ree oe ee = lane i hin ee See ce > a / ae Ungge Te Fee <q ceea mn 
ia eens oS a ae ee \ ae ia iy Ge Ree aes yee ps —-s  . ? ag gia aaa Le acer i Passer sr aia 
ites ous aa eS = oe ae eee. ee ae a css eit aie oA me ae ore ae f. =f jane ee aoe oak ae ie ie 
. ‘he Sige as py oe a oe ae. ae i ee a ae alt a leet ec so ee eS 4 si Foetal eee, Tee ere és le 4 eee ee ee is: Nasi sii 
Been sed 2 i ie AP aioe Fe : 4 " Pi uae Ss mt ie. OF ES | ata j Saas Ieee s aie a ‘ i ae g 
, aes ie . he a. eee a ae. pe ree, |: we, > ah eee 1 CE ‘eo See. ? 
ee ae | 3 a ero Se ae oe a eo ; ae eee ue a fo gl as, | r 5 7 tu ; 
‘ee Pet fee ee 2 F ; eae ee rar ee’ es oe eae een i R: . Pie aaa “7 ‘ > a s 
es tad SS —_ Pa fee Lae. eo a ee Al ile Soe 2 a 7 yh oh vie 7 
paola Lies <p a ba Oe ore ee ae Be a : * $6 , 
a ae Li a ae / EM id: bad rs : 2 
ee ey "2 Pepi ieee : i Oe es ee eo. ie ey ne ag aiete — = ; ; 
Pesach ae ks ee es ; * 4 e fo SR es. i Pee Berea Sy 8. P "9 as ine = ae ae 
ee Toe ia 1. Bh = ee eine eee ~~ hm. ae ae in, oe igh: ee : 
. “PL eer Of ois) ae, eee tes Be SES ee ee gl 5 aes ce ge * 4 Ps ORE Nae aed ana Sl gent ate es RR ae E caus a , 
“a sent Baeee ea oe ae 4 ahd co See Seah EB ae eee 2 ae age = . Py Lee ~~. CURIE A y Lies heel She een a cag 2 qt Py tere = rel ne Sane a 
ae aes seal ee Fag ee J Se eee So eee Stews : eS ENO Fie. em a pees er Cae kth Mew id ieee hoe Pk: 
‘. LPyear: 2 eee aie ee, ted BO ng we ga ere 2 A te, a ae Bee ee ai a a ae Me See mae 
Toone one as , : ee Amie eaeeg (i, Pee ae ‘fi a PaO PRR ES WS RES en A i ee # Neh ithaeeee Bs 
: e ie eee Jee iy fr teeny “" oe gd Le ee i ae ; : ee : : 
‘ Fits ce) ne oe aoa PSS emi ene a ae ee crt i Ry eam ane nen ie Gwe ys ee 5 i ss 
chee te pew eee Re Se oe i ae ipa i>. oe cain: pe oar i ek PP te See oo eo Fx se NL ert sy ee ase Pn) Ae see See TE a eS ane Bios 
oe ee oat ; a Mere ere ne 5 eer he ae eon fay, Ngee a se Sie’: Ship eh Were ee ER ie, eee? mr ete pe Ohi RESP Saat a 
Eon a oe z eter: 2 e “MS Aa ee pAb gaeies eee eS wn Pe Lae a Pe ic. ee eens ees OE rein oa a egal ke) ae 2 ~ ~ Saal Pais be ee hive 
Pe et oh eee tS 5 ; ee ee oe ea ee be eae 2 of adi ed ee pe ge oR a? Oa ee AE ere cake > ee ey ee oes 
mee Pee re :.. ie 3 ee Ce Mie eee ner amen Rea ar, See Me _ ee wi a eee = nica tas 
aia a a eee, a ee : | | 
. : BU" as ene an th 
in areas i 
: ; an een a: re ; 
+ eo a 
Bee es im 4 — Bis im ge mi te meee? Fa 4 ee we ee ee om ee YT ac tame ie oe 
ae a eee Z . un ; easel : 
ete oh Road ® ne 
mie ee bas ta a 
eee Lie ne J - 
eateries Pate he ae =? 
Dake oe ha 
oe Pe eee a 
ae as me + Begs F Pes sai 
ay ease Fei, mae 
7 Gia es. Bt Pesan inf 
ae ‘i are 
I a) ioe ae ou: te 
ae a. 
Pe wikee od ee ny 
ic a oe 
i ee Bas ; 
ee Sei 4 
ee Ves : 
ee Bete er ve 
yn Kod te Pag” ba 
er er a2 ; “oie: “ah 
eras Be tie aie 
Lip eae 2 amit ee 
= eaabrise cone ne 
een ee ee 
i ad aes - 
Bon et he oe reer a 
as 27 2 re es 
Dy al Sees a 
Heatterrs Ce ee 
Aa ae tne Sot 
. ; | ane Re. ? 
Rie ae | Ronee Ne 
f sS Hes ge ace 
NS: Caltne eee = We ae 
Saga FS oh ° me wear 
a ope ee ote 
* a Se ON ; ee F beg. 
ree. . Tae 
coe ia ae ne 
a ¥ ' ; z 
ee ce 2s ‘ 
= 
; ; : Pe i, 
7 Stel 2 rc sae . 
“ot ee : cae? fee 
im rf ot x 
— pee iene 
pen: , ore rv ; ae 
es mae Y= eee 
“ve ee ee ec 
ee ee : aS Po, 
; | es : 
aie ae ae 
oa ie: Ba 
DUE: cee! re ee aa 
Nee e oe ale ihe 
be BS heroes ne 
bs “a pee tea ae 
' j pee a AM 
ees, eV yr aa ~ 
a ed oe Re ao 
pa = — 
MENG ai: oe 
: ae Se aoe 
ety i BI ah 
ee a 
ve i bi 3 a 
ee ite - ms : 
, . See 
‘ = a 2 ri ae pee 
ir “ Ss, 
ee * ; Sie aa * 
Be - Perey” ; So ne ae sy yet hcg eLearn (ea a i Sal er iad Nigh cory Beet ee Ngee ey Sak Keenan ere ey aelca te mes fe wings ees ra ee ane eee SN nce a ibe eee cg eames vite oe a. ean Yeo aa 
. A +, en i ae: +o GSP Cal et ec NE ME Mie at Si Ah ee ai SRE ete cee ee Beas oe rer ue oh oat ee OAT ae ian See May ase an aT ee ineee ee ped hen SER UL ade hee eee i eS oS a ee ae nae rs: 
” : = = 7 ws _ 2 a ie eee tee 2 fi Pee eet ty / tal oe ; 
4 ape 4 fay! eee : “ 5 i + - F « Ppt ie * c 
‘ . “ * . 
% “ : ‘ r ‘ = . sats ~ I 


S. ECCLES 


President of the Pennsylvania Rail- 
road details how his Road is spending 
$216,000,000. (Oct. 1, 1948) 


Former President of the U. S. Cham- 
ber of Commerce gives his impres- 
sions of a visit to Russia to sell 
motion pictures. (Nov. 5, 1948) 


President of the United Mine Work- 
ers outlines to the editors of U.S.News 
& World Report his viewpoint on 
pensions as the next step in labor 
negotiations. (Nov. 19, 1948) 


Member of the Board of Governors, 
Federal Reserve System, explains his 
views on the outlook for American 
business. (Jan. 7, 1949) 


EDWIN G. NOURSE 


FREDERICK B. RENTSCHLER 


Chairman, Council of Economic Ad- 
visers to the President, discusses 
“What Business and Government 
need to know about each other.” 
(Dec. 31, 1948) 


Chairman of the U. 8S. Delegation to 
the United Nations General Assembly 
in Paris, advocates bipartisan coop- 
eration in foreign policy of the 
United States. (Jan. 21, 1949) 


Fleet Admiral discusses the relative 
importance of air power, sea power, 
and land power. (Jan. 28, 1949) 


Chairman of the Board of the United 
Aircraft Corp. gives his views on the 
future of the aircraft engine and the 
air power it supports. (Feb. 4, 1949) 


TOM C. CLARK 


PHILIP MURRAY 


Attorney General of the United States 
discusses the governing factors in fil- 
ing suits, such as size of sales volume 
and price fixing. (Dec. 17, 1948) 


President of the CIO answers the 
question : “‘What does Labor Want?” 
(Nov. 26, 1948) 


President of Union Oil Co. of Califor- 
nia discusses the future of oil through 
shale deposits, and gives his views on 
Government plans to allocate mate- 
rials. (Feb. 25, 1949) 


President of United States Steel Cor- 
poration describes conditions in the 
steel industry, dis the issues 
that revolve around it. (Mar. 11,1949) 


This new technique in journalism is another reason that makes U.S.NEws & WorLD REPORT 
the Number One News Magazine for the most important people in America. 
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Along the Media Path 


@ The Chicago Journal of Com- 
merce has inaugurated a new 
weekly editorial feature, “Travel 
for Trade,” covering data on travel 
regulations, tourist attractions, 
travel costs, transport and hotel 
facilities, sightseeing and other 


services. It’s aimed particularly at | “P 


the business man who has devoted 


little time to traveling abroad— 
and to the possibility of buying 
and selling in world markets. 


e Walker & Co., Detroit outdoor 
advertising company, is so pleased 
with results of its first season of 
re-dawn” illumination of all 
posters and painted displays that 
it’s planning to use the same sys- 
tem next winter, starting Oct. 15. 
In a study of this extra circulation 
at no extra cost, Walker found that 
the hourly rate of effective cir- 
culation reached by a 100% poster 
showing in Detroit was 78,000 
people per hour. The actual counts 
were taken between 6 and 7:45 
a.m. on a midweek day in Jan- 
uary, along seven of the city’s 


main and secondary thoroughfares. 


e Charles J. Feldmann, national 
advertising manager of the Des 


Moines Register and Tribune, has | 
been on the road for the past}: 


month, showing advertising exec- 
utives in major cities a new color 
motion picture which describes 
the Iowa market and the coverage 
of his newspapers. The narration 
is unusually effective. 

The film, produced by Arthur 
G. Rippey & Co., Denver, which 
also turned out the Denver Post 
movie, has been shown thus far 
in San Francisco, Los Angeles, 
New York, Philadelphia, Detroit, 
Chicago and Omaha, and is sched- 
uled for presentation to groups in 
Boston, Pittsburgh, Cleveland, Ak- 
ron, Cincinnati, St. Louis, Kansas 
City and Minneapolis. 

One feature of the film which 
astonishes most viewers is the fact 
that Iowa’s well-known agricul- 


tural production of two billions a 
year is equaled by its industrial 
production, distributed over many 
lines and in many Iowa cities. 
The Des Moines Register will 
*ebrate its 100th anniversary in 
vuy, so that the new film is 
especially timely. 


e WMAR-TYV, the Baltimore Sun- 
papers’ video station, is using ad 
space in the morning and evening 
Suns for a series of capsule ac- 
counts of TV advertising success 
stories. Sponsors and agencies are 
listed in each ad. 


e To show the business principles 


learned early in life by newspaper, 


boys, the Canton Repository has 
started a six months’ ad campaign. 
Each ad in the weekly series, using 
the slogan “Today’s Newspaper- 
boy—Tomorrow’s Leader,” is built 
around a picture and statement 
of a prominent local business or 
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The Worlds BEST Customer. 


“WOW-LAND” FARMER! 


For ANY product you have to sell—the 
WOW-Land farmer is the best customer in 
the world! His cash farm income in 1948 
was $8,200 (average). In the aggregate this 
makes WOW-land... 


A $2.6 BILLION DOLLAR FARM MARKET... 
OR... nearly 10 per cent of ALL the 
1948 cash farm income in the U.S.A. 


This is not a new situation. The past ten 
years have been the biggest farm income 
years in WOW-land history. And there are 
317,000 farms in the area served by WOW 
—32% of all farms in Iowa, Nebraska, Min- 
nesota, Kansas, Missouri and South Dakota. 
The $8,200 average cash income figure is 
conservative, because WOW-land includes 
the better-than-average farm areas in the 


A recent rural survey gives WOW a 
34% share of audience at points 65 to 100 
miles from Omaha. It is the ONLY adver- 
tising medium that covers ALL this area. 


RADIO STATION — 


© Ww. 


OMAHA, NEBRASKA 
590 KC + NBC - 5000 —_ 


-KODY AT NORTH PLATTE 


John J. Gillin, Jr., President & Gen’! Mgr. 
John Blair & Co., Representatives 


TWENTY-SIX YEARS OF SERVICE IN THE RICH MISSOURI VALLEY 


Advertising Age, April 18, 1949 


civic leader who once delivered 
the Repository. 


e Manufacturers of products for 
cats, from shampoos to scratching 
posts, now can win a “Seal of Ap- 
proval” from Cats Magazine, to 
be used on the item itself, as well 


etek’ aee ae 


as in advertising and promotion. 
The magazine, published during 
the past four years by Charles A. 
Kenny, recently transferred its 
offices from Utica, N. Y., to Pitts- 
burgh. 


e The Chicago Tribune published 
its biggest regular weekday issue 
April 7, with 187,000 lines of ad- 
vertising in an 84-page newspaper. 
A big factor in the record was the 
advertising carried on zoned pages, 
first made available to weekday 
advertisers in February and fea- 
tured every Thursday. The entire 
edition was printed in a single 
press run, employing 74 units; 
and each press was equipped with 
a color deck to print the Page 1 
cartoon. 


e Cow judging gets more excit- 
ing every year, according to en- 
tries in the 19th Hoard’s Dairyman 
international contest for subscrib- 
ers. The contest, just closed, set 
a new record by a wide margin, 
with a total of 65,743 entries. 
Every state was represented, and 
many foreign countries. Entries 
in a similar contest being held for 
admen indicate another all-time 
record may be set this year. 


e WLS, the Prairie Farmer sta- 
tion in Chicago, is celebrating its 
silver anniversary this. month and 
is reminding advertisers, agencies 
and listeners of the big event with 
a special 16-page edition of “WLS 
Standby” magazine, with stories 
and pictures showing the station’s 
history. WLS went on the air April 
12, 1924. 


e The Pakistan Times, English- 
language publication issued in La- 
hore, Pakistan, carried 2,800 lines 
of American advertising in its 
March 20 issue, and expects an 
even larger volume. Its repre- 
sentative in this country, Pan 
American Publishers Represent- 
atives, New York, says the pre- 
diction for May 20 is 4,000 lines. 


Magazine Group Elects 


The magazine division of the 
Copy Advisory Committee, New 
York, the organization which 
passes on the acceptance of adver- 
tising copy in magazines, elected 
the following officers at its annual 
meeting in New York: Frank 
Braucher, Periodical Publishers 
Association, chairman; Shepard 
Spink, Fawcett Publishing Co., 
vice-chairman; and W. C. W. Du- 
rand, Macfadden Publications, ex- 
ecutive secretary. 


Appoints Stantield Agency 


The Montreal office of Harold 
F. Stanfield Ltd. has been named 
to direct the market research and 
advertising of Breath-o-lator, dis- 
tributed in Canada by L. M. Par- 
ker Co. Montreal will be used as 
a test market for Breath-o-lator. 


Oseran Joins Goldblatt 

Henry Oseran, formerly with the 
Seattle Home News, has joined Al- 
fred Goldblatt, Seattle agency, to 
work on copy and production. 


Agency Changes Name 

Duane Wanamaker Associates, 
Chicago agency, has changed its 
name to Kencliffe, Breslich & Co. 
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% PUBLISHED 


Daily Furniture and 
Household Linage 


SUN-TIMES ........ 47.7% 


Her.-Amer. ........ 19.6% 
“eae 18.3% 
Tribune _............. 14.4% 


(Media Records, 
Feb. 1-Dec. 31, 1948) 


TOTAL CIRCULATION 
Average Net Paid Daily 


643,339 


From Publisher’s Statement 
to ABC, 9/30/48 


be intlanee... furniture 


Chicago’s retailers of furniture and home furnishings measure 
newspaper advertising power by RESULTS at the cash register. 

In 1948 they chose The Chicago SUN-TIMES to carry almost half 

of all their daily newspaper advertising linage. These merchants 

know the Chicago market intimately. The Daily SUN-TIMES 

is their consistent first choice for broad coverage, high ad-visibility 
and response that pays off at the cash register. Why not profit 

by their experience in making up your Chicago newspaper schedules? 
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PICTURE NEWSPAPER 
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Newspaper Use 
of Radio Found 
to Vary Greatly 


Des Mormnes—Newspapers are 
spending much money for a wide 
variety of radio programs and an- 
nouncements, to promote them- 
selves, but few of them know what 
results they are getting for their 
money. 

That is the conclusion reached 
by Bert Stolpe, promotion man- 
ager of the Des Moines Register 
and Tribune, following his study 
of radio promotion used by 73 
papers in all parts of the U. S. Of 
the papers studied, 27 had less 
than 100,000 circulation, 18 had 
from 100,000 to 250,000 and 28 had 
more than 250,000. Nearly all 
“major” newspapers were covered 
in the study. 

’Mr. Stolpe observes that the 
only radio technique fairly widely 
used is the spot announcement. 
Even this is used by less than 
half the papers studied. In a typical 
week, he finds, the 73 papers used 
a total of 1,196 announcements, 
half of them 60 words long. Beyond 
use of spots, he says, uniformity 
ends. 


ws Twenty-six of the newspapers, 
Mr. Stolpe reports, used quarter- 
hour programs, 11 used half-hour 
programs, one used an hour-long 
show, seven used syndicated shows, 
five used co-op network shows. As 
to budgets, he points out that one 
very large newspaper spends only 
$75,000 a year in radio, while an- 
other, with less than 200,000 cir- 
culation, spends three times that 
much. 

Mr. Stolpe finds that “the few 
papers which pay cold cash for 
radio time believe that they get 
results that warrant the cost and 
have more faith in the effective- 
ness of radio” than those that 
trade space for time. The latter, 
he believes, are not so pleased be- 
cause they obtain less desirable 
radio time. 

Every one of the 18 papers which 
uses radio extensively, he reports, 
did not furnish statistics on costs 
or planned merchandising and also 
either own a radio station or trade 
space for time. This, Mr. Stolpe 
suggests, points to a definite lack 
of control over the time traded. 


ws Ownership of stations by the 
newspapers, he says, shows such 
ownership “strangely distributed.” 
Three of the 27 with less than 
100,000 circulation own stations, 
six of 18 with 100,000-250,000 cir- 


S ‘ 
There’s no question 


when you see 
offset proofs from 


FINE OFFSET PRINTING 


2701 Lehmann Court 
EAstgate 7-8885 


The Veritone Co., 
Chicago 14 


culation own them and seven of 
28 with more than 250,000 own 
stations. Mr. Stolpe believes that 
“popularity” of FM stations in 
medium-size cities is a factor that 
accounts for the relatively large 
percentage of station ownership by 
newspapers in such cities. 


= Comparatively few newspapers 
do not use radio promotion, Mr. 
Stolpe reports. Most that do not 
use radio, he indicated, think that 
they could not sell advertisers 


on their own medium if they used 
radio themselves. Excluding news- 
papers not using radio, the average 
spent in radio was about $25,000 
each in 1948. 

The study indicates, Mr. Stolpe 
says, that use of radio by news- 
papers is still very much in the 
experimental stage, and suggests 
that television may eclipse AM 
radio as a promotion medium be- 
fore newspaper promotion man- 
agers derive maximum results 
from radio. 


WEAU Increases Power 


WEAU, NBC’s affiliate in Eau} 


Claire, Wis., has increased its 
nighttime power from 1,000 to 
5,000 watts. The station’s daytime 
power of 5,000 watts remains un- 
changed. 


Farrar Joins Miami Agency 


N. DeWitt Farrar, formerly vice- 
president in charge of art and pro- 
duction of Howard Swink Adver- 
tising Agency, Marion, O., has 
joined Gottschaldt, Morris & Slack, 
Miami, Fla., agency. 


Advertising Age, April 18, 1949 
KMPC Appoints Cowling 


Charles H. Cowling, formerly 
sales manager of KOWL, Santa 
Monica, Cal., has been named di- 
rector of national spot sales and 
account executive of KMPC, Los 
Angeles. 


Bank Appoints Juneau 

C. B. Juneau, Inc., Advertising, 
Los Angeles, has been named to 
direct the advertising of the Farm- 
ers & Merchants National Bank 
of Los Angeles. Newspapers, mag- 
azines and outdoor will be used. 


TODAY IN BALTIMORE 


Typical new dwelling units for 7,354 families, 
already occupied or under construction . .. 10 


new shopping centers operating or being erected. 


Changes like these in population, in re-location 


of shopping centers and shopping streets mean 


changes in shopping habits, changes in sales poten- 


tials. And these changes are taking place today in 


Baltimore, every day in major markets across the 


country. Changes that require a constant “up-to- 


dateness” of sales strategy. For in changing mar- 
gy ging 


kets, yesterday’s sales program won’t produce to- 
y y prog Pp 


day’s sales. You need today’s market facts today. 
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General Mills Stages 
Salute to Baseball 


General Mills, Minneapolis, pre- 
sented an hour broadcast, “Wel- 
come Back, Baseball,” two days 
before the official opening of the 
1949 season, April 17, at 11 a.m., 
EST, over CBS. 

Bing Crosby, a Pittsburgh Pi- 
rate owner and part of Columbia’s 
solid lineup as of next fall, and 
Bob Hope, who has an interest 
in the Cleveland Indians and who 
has announced his intention of 
staying on NBC, were the fea- 


tured attractions. Time for 
Wheaties was bought by Knox 
Reeves Advertising. 


Opens Research Firm 


Madeleine Rand, formerly on 
the San Francisco staff of National 
Analysts, Inc., has opened her own 
research office at 1369 Polk St., 

Francisco. 


Wood Agency Moves 


Calvin D. Wood Advertising, 
San Francisco, has moved its of- 
fices to 607 Market St. 


Tabloids Convert 
Wichita’s Annual 


Report into News 


Wicnita, Kan.—The city gov- 
ernment of this community be- 
lieves it has found a new tech- 
nique in publishing annual reports 
that ought to delight every tax- 
payer. 

The reports are read more care- 
fully by more of the citizenry— 


and they cost a lot less, per tax- 
payer reader, than before. Two of 
the annual reports, the 1948 one 
recently, have been issued as tab- 
loid-size supplements with the 
Sunday issues of Wichita’s two 
daily newspapers, the Beacon and 
Eagle. 

Wichita believes it is the first 
U. S. city to employ a Sunday 
newspaper supplement for its an- 
nual accounting to residents, and 
the technique replaced a conven- 
tional 48-page printed booklet, 


HEARST ADVERT ISING SERVICE Know THE CHANGING MARKETS 


H.A.S. men have their fingers on the “sales 


pulse” of the ten major 


markets across the 


country which they represent. They’ve charted, 


classified, evaluated these markets block by 


block. Know the changes taking place con- 


stantly as population shifts, 


as retail areas move, 


as traffic is rerouted, as buying habits change. 
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% cluding 


MARKET ANALYSES 


| Market detail on population, sales,| 
industries and other characteristics in- 


newspapers in each of ten markets. 


AUTOMOTIVE STUDY 


Indicates consumer likes, dislikes, 
buying habits, shopping habits 
and brand preferences for vari- 
ous commodities. Sponsored by 
Hearst Newspapers in ten major 
markets, conducted by Alfred 
Politz Research, Inc. 


COMMODITY SURVEYS 


comparative coverage of ail 


MARKETING 


Spotlight the brand distribution and sales 
rank data of leading commodities among 
representative retail outlets in ten Hearst 


As a result, the Hearst Newspaper Research 
and Marketing Departments’ “Marketing 


Aids” have proven helpful to many sales and 


advertising executives. Perhaps, we can be of 


service to you. To investigate the possibilities, 


call or write the H.A.S. man nearest you today! 


AIDS 


cities. Conducted 


vertising Service. 


Marketing Departments of Hearst Ad- 


TEN MARKET STUDY 


Includes general characteristics, vaca- 
tion activities, product rank at con- 
sumer level for general household 
items, food items, cosmetics and toi- 
letries in ten major markets. 


SALES OPERATING CONTROLS 
Specific, flexible, practical, usable. 541,604 
city blocks walked and analyzed 445,456 
retail outlets and 3,037 shopping centers 
and streets located, 
potential of each of nine great markets. 


a eer 


by the Research and 


to evaluate the sales 


Herbert W. Beyea, General Manager * 959 8th Avenue, New York 19, N. Y. 


Offices in principal cities 
representing 
New York Journal-Amesican 


Baltimore News-Post American 
Pittsburgh Sun-Telegraph 
San Francisco Examiner 


Detroit Times 
Boston Record-American Advertiser 
Albany Times Union 


Los Angeles Examiner 
Chicago Herald-Americar 
Seattle Post-Intelligencer 


with limited circulation. Space 
costs of the two sections were 
roughly comparable to that of 
printing the booklet-type report, 
but circulation of the tabloids was 
about 16 times as large. 


a Copy and layout for both eight- 
page reports were prepared by As- 
sociated Advertising Agency, which 
handles the city’s public relations 
account. Different reports were 
carried in the two papers, with 
copy entirely different and less 
than 10% repetition in photographs 
and art work. 

“Progress in Silhouette,” which 
appeared in the Wichita Eagle, 
employed a magazine make-up 
and used illustrated articles. “For- 
ward with Wichita—1948,” which 
ran in the Wichita Beacon, was a” 
standard newspaper tabloid, em- 
ploying a five-column page. Car- 
toons enlivened both sections, 
while charts made clear the ad- 
ministrative job, costs of gov- 
ernment service, and the popula- 
tion served. 


Schedule Radio Institute 


The 19th Institute for Educa- 
tion by Radio under the auspices 
of the Ohio State University with 
the cooperation of Columbus radio 
stations will be held at the Desh- 
ler-Wallick Hotel, Columbus; O., 
May 5-8. 
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at your fingertips... 
200 sheets of color! 


COLOR-AID 
Background Papers 


Color-Aid papers are available in 200 coordin- 
ated colors—25 basic hues, 4 tints and 3 shades 
of each and 8 on. This marvelous new paper 
takes pencil, ink, pastel, tempera; is stainproof, 
washable, wrinkleproof. 4 

Size: 18 x 24" 25c per sheet J 


Order this 
COLOR-AID 


Swatch Book 
Contains 3 x 5” swatches of all 200 coordinated 
colors in swivel bound, acetate covered book. 
Each swatch is marked with number to enable 
you to order the full 18x24” size sheet. A valu- 
able tool for all color users. 


COLOR-AID Studio Assortment 
200 full size 18x24” Color- 
Aid sheets (one of each 
color) and Color-Aid Swatch 
Book in handsome portfolio. 
Complete $50.00 


| 
c 


E-Z FRISKET 


An adhesive coated frisket 
paper prepared for immediate 


use. Just strip off protective 
Ld ‘N backing sheet. No mess. . . 
SS no rubber cement. . . no 

waiting. 


Desk Roll: 24” x 5 yds. $ 3.00 


a Jumbo Roll: 24” x 20 yds... 10.00 
@ ; CO Superior illustration Boord 1 
1 © Color-Aid Background Papers 
j C) E&Z Frisket ' 
Name j 
© | ens 
| Address 1 
© local tether enone onl 


DEPARTMENT STORE OF ART MATERIALS 
" ¢% 


ARTHUR BROWN & BRO. Inc. 
é 2 West 46th St New York 19. NY 
Just West of Fifth Avenue) 


ee eee ee ee eee eee eS gehen oa hers Anas ae et Bee hae eae, : - ya ; ce Maes Ge 
a A a i i ya et ee ne te ee ee ee Bue ee oe a. ee eee ae 
CC 29 
f ws — 
iL bi 
; , a 
oe 
| ee - 
? | —— 
| | ae 
| | cer 
; Ure m4 
=u 1 eg 
ee i 
ee ae 
\ A\ = " a & oi ‘3 
ee ee pS \ 
ae Soe 
‘ @ Gs 
RS. RTBROWN 
| f A 
ee et} PRODUCTS — 
, = for the | 
' oma? 
\ ising Artist 
m a ogee , Advertising 
- ; illustration’ hive a - 
= le ;: | tue Rawle anest orc ore ae 
i Li ie L ; a Yet 00% {Pseasoned er. 
att ee SS | enct’s mehasehae tava oe" | 
J A es y ee ieee bowed, ; 
pal gr —— & pect fot Perched tines ih gacient a, Ore 
agile 4 retary is not 10° $10.20 Dome” 
Mk 3 - shee! ;g0 Dozer ; 
4 Shoe) pit ~~) | | $190 sheet tea he) 
4 SS — ae . eswvenran oneett 3 mum mail ordet 1 * 
awe ® wane! upply tod ’ sti ve 
*, ob hee > ae “N eV order YON" ae 
ae : ; / ; 1h gay eee a ta ; 
oF SS i ead D\e FT 
off ea RY | ‘ a 
i < i ; %¢ sow 4 . 
—, - -_ |e —- 
fad - E : . , ee : rapt ne 
woos \F - re 
; wast ; Piss 2 
a SR eS Sk * | oo. 
KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS es 
sap: 
om x || ee = F ™ ae ee a oe —— oe Slit - ” a = = 
» iH) —— pe 
meee BF Te: 
~ ee Bt 
fea ke “ed Nore ae fy Ge < cs Fa = ‘2 ie DAC, oc eee Sy ae ce a as are Se, ates os a One Digs, Mais ee oo ‘eae : cat e pa Br) ee. he. ete Wie gue er be 2 i eet one kS 8 a ate ee iy, Ee ah EEE ‘ of ae - i 


JGISV SSAINSNOIAIS 11V 


S.LI _ 


aes 


Pour A377 


e oie ; : ee ee ee ee ee eee ee ne eee re ee ee ee en eae ee ok ae ee Bae ee - ae ssi a een sda nit 
one eee en ene oe ee ee ee arr Oa Os MER ca SMR Se Os a Ae aR ey ee Spee eee Bi a FT ac gene as © = ee we ‘ as eee, ae ey oe ee ee er ee eee | ae Sig ss ae ON ee Sei tes ee eee OR 
I 8 RES 5 ae re Se SER «REN oe eis ine i eae a a i Sas eee a ee ee Faia 
ee ce a . — a ——— 
. ' eS 
> ” — enn 
. g 7 all nn EERE 
= 
is & es e 
fe A i Pe” : 
2 ee 
‘3 — #8 #8 4 
af “3 a 
ce oN a ” 
‘ P fe NO ee i. 
e % . ae es 
gs he i = ma. « Fs 
> Be ‘ me og » i 
. E Bs P 4 ec “ ‘3 -— 
oe i ee “5 - i one \ 
y AA 
i 
Ee i a 
; ee ae 
. Sef SS 
{ mse 
et 
», ten 
os 
oa ea ie Cree ta . 
. 4 oe « : Me 
reas ae Fe o] : : a 
aie ee ee ee 2 os Le od ia ae a 
ee See & 4 . Pi 8 7 vag 7 SS ye 
: — 28 tae - | Tk aes ee A 
a a2 we: bass a } ake . &€  . @ ro 
ie ie 4 — ix e on ee a 
ie = PA Ss if OY hha — ome oe 
S — ie 2a ae : —— eae - 
' 8 8&6 EJ © hie =a oe 
* is a - a 4 ie sg dg ne = 
as a oe Be ie F o* . 3 , ae 4 
Piss va Se ie ss ff IE . cf ee ZF 4 
at 4 Fate ee 2 J 4 j bis om a —-* ce e 
4 be < 7 Fe ‘ ‘ a4 i ™ ‘ ; nes 
4 : E is i. of a 4 fy ey : if i b 
Rea 3 pee x sass E “a a é hs Be B oa 
sD Hie J j as ee i fs 
ae om = 2 f . a 3 Si : 
2 o> , ee i. Sees 
‘fe bis ie / Me a ie ue 1A : 
7 - , a “ 3 rag ee i 
/ iP a ¥, ¥ a oe ee i 
—es / ee a. ‘ 
im = A. p. | ees 
eee ” Sige eee " 4 fas. 
ae Eo ae é f 4 “ Sia ge %, be 
st i / i — ene , 
es ie Bs Hea de Bi ae i OS MM : 
aaa pote i : — A Ps ee . >» * ‘ ithe j 
ke wa | y y , a % +s ASS 4 a é — ef é ‘ f Be 
ae ee pe a , i a s4 eo at oe ~~ hee ye: : RL wes ii j ; 
eo oo S 6.3 PP i ‘5 > fg fA Fi Bi, ° oe 2 ” Rad f 
aes ee hi, ¥ Fp i ma om oe 2 + i bo me + ee Z ¢ , a oe , , 
4 ae fas - Z fs es sind oo } a Ps ue 2s 
we on caw t a mt é ; Bi. ee tee B 2 TE tt iat 
ee ike fe eR a a Bs 3 ba Cae ae es . Loos ga Pa $ tt g 3 
4 . - & - ; fz ae 7 4 i ld 
. ig hens pag Ke . . Re rent 3 am ‘_ E +f Me S50 i oF 
ia : ps 2 ae ae ie Ay i if ae eg 
on pe ; - ee ee - PO ee ; ee F } 3 ! ; we ‘ 4 "7 
tor 2 Re: oe Ge ee - . 1 # 
ae os 4 Be Ps oo : aoe a gs 4 mi : : = . Ye, - 
es oe oe ih pe ba i ae dag a 74 - 2 > i a 
¢ Loe ied Be 4 Lae ie ie saa i ; - i e 2 ee 
ia + ee bo 2 bi iM fe ee f me ial {| es a 
; F ee — oe, ~ “ae a Ate E ER i f : S Eee ee eg 
: s o > + hy 4 med ee - i mii 1G Pe ee 
: pa a oe a 5 me . Me ‘ : ° " i : : ; ‘ c a : i , i hd ‘ 4 
i ee i s ae ies é ae Be 3 > 
A ie JAe ae - sS: ii ae 2s 
= Aa : ie fee § 2 
i eT ae is Rtg @ '/ 7 1 cm 
eo Ad a ee oe eee .f) ee tae 
og eehy a f Stee 
a ee Be... 3 : Ee age ‘3 ; 
2385, ‘ Pee OO oy es od i ie —_ 
can A je Rett Beis ee i ms fe mt 
i - see a. s WO AOD) 4 ee , 
oe & Br ; ¥ ‘ eS vi i les 4 be i 7 ie Ee 
ai ee El os 4 pee eee a be Roe eee | 
Ee at gy oe ee be i ee A hee... HK ec. age 
ts Be ce Oe os * ‘ere : > eae sil n- ee oe 
ian 3 Be Te Bes, PMs PE ee ge eS eae me 3 e: a 2% 
a ok ee eset, pet ‘ saa. ‘i ¥ , a 
oo a bis & es ae ‘4 ‘. Be a. 2 4 a id Mes. oe Ve - 3 
vee, : 4 an s Mia ee SEM, iE Ee \ Ve A i ba ie: m a pe 7 
— | oe ee Ay pags btu Ee i —_ Gu ea t , sae? ie s , 
a a ff —— ay” gf eee, ¢ ee tig i . 3 a a tke be 4 
— =@ — Bi: ae “b he 9 Pes 2 A “ox ‘4 a aie a = es a pipe 4 ge ‘ 
oe eo a a ee ee ‘ es ae a Yio of a m te a se 
72 — f — @ oe é i ff 2 ee 
ie aginst  (O , a ie) A 2 ff. oe é 
, = ae Pee a oo Ee gg a E : oft ie -_— = ; 
i —_ Gee ee ie i ie, es af ie q “44 i) © ff: ee 
r Z A ee a Ee Pa p e Ci Pre BEY gi, cae ‘ 4 * fy es *@ § ee | 4 #] 
o > we 3 a “ee we ee | te 
: Ls oe ee ye by : : a | i ‘ RS = ee 
= a pe : : i i a eo ; 7 Es — fe 
i ae Ses és ie LE A, i bit E es & ee = eC ES 
ai 3 i fe ges Dash Wiig: Fy Fe ae “eed . d a: : 
ee 18 _ LP Us Mee a ig oS Bs —s- hUlC<i<i‘“‘z Ce 
5 ae eg we iy Ae Cas ‘ ret 9 oe j bape: a Pee. 
So ‘ oe rk Ss a eS 
o i i ma ie 
ns ee? ‘ Soe eo .; P3 iy 3 se : ay .. gs e 
a ae ee ae uy cg Se 
: Pee OE Sieg = a re 
ee gage a Se te ore Fi Be ae ae 
oe é cle é . Bee : at a Ps. of 
ot aes — oe en eee 
“ee es ee east (ere i ———. 
x |) a? Z- —_ iF 
lah ee fe “a ir: ‘be ed Ps eo fs 
= ie en wee ; Lae ie 
ee ) y -. ma +38 2 ee 
= % i Me oa oe fa . ia a Kaka 
ae eg ae ee ie ' ae ie 2 v7, ee 
ang we ae J. * parr Ff og Be EF i As 
i | aj oo ee . wa 
oe ee ae YY Ge : 
ie 9 a es a ae ite ; 
S eo. MIG, oe 
aes tay pi fi 2 i ee gt ae 
acs , a NS BY eae a 
Aig ae "pee F ONG See Ae 
= So Oe ‘eae P ees a 
i aid . Pe t= i Pat Pe ra F 
a es. a “ sci nics : . 
a ees # = a i i 4 t 
, toy, re Voter : 
ond oe ot eo, i RE ae z 
eA abe bagel ae Jee ee THN ESR VEEN SP j ; ; 
mag a i - = t : 
es. F - » Sh oa ~ wat pep: 
tae e - m : Eom! de Maal Saf ae core hoe 95 hat es 4 ‘ , 


... proving there’s no better way to die 
than laughing at happy Henry Morgan, back 
on his favorite cigar-store corner 

and putting the Indian sign on any 

straight face, tight lip, or raised eyebrow 


within earshot. 
MORGAN’S CREW 


... GERARD, famous for his unreconstructed 
voice; for the face that frightened 
guest-sponsor Fred Allen into remonstrating 
‘‘What is this? Give me a stick so I can 


beat it to death!” 


... LISA KIRK, singing sensation of 
Cole Porter’s ‘‘Kiss Me, Kate,”’ and the 
accomplished music of Milton Katims and 


his orchestra. 


... PATSY KELLY, uneasy owner of the 


cigar store and hilarious hunter of men. 


THE HENRY MORGAN SHOW has everything 
—everything but a full-time sponsor who 
won’t flinch when | his sales go up like a 


jack-in-the-box. 


an NBC PRODUCTION 


THE HENRY MORGAN SHOW is one of many choice NBC productions now ready 


for low-cost sponsorship. Information on these new programs is available on request. 
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Dain Joins ‘LHJ’ 


Henry P. Dain III, formerly a 
member of the sales staff of Good 
Housekeeping, has joined the New 
York advertising sales staff of 
Ladies’ Home Journal. 


Christie Joins Miner Agency 


John R. Christie, formerly vice- 

dent of Buchanan & Co., has 

oined Dan B. Miner Co., Los An- 
geles agency. 


remember 
Business 
Associates 


Ironrite Enters TV 
May 2; May Put Bulk 
of Budget in Medium 


Mr. CLEMENS, Micu.—‘Petticoat 
Parade,” a series of five-minute 
television shorts, will make its 
debut over nine TV stations May 
2 for the lIronrite Ironer Co., 
largest maker of automatic ironers. 
The films will be carried later by 
many more stations. 

The series was produced by 
Raphael G. Wolff Studios, Holly- 
wood, under supervision of Iron- 
rite’s agency, Brooke, Smith, 
French & Dorrance, Detroit. “Pet- 
ticoat Parade” will be televised 
on Monday evenings, “right after 
the average homemaker completes 
her Monday wash but before she 
starts her ironing chores,” said 
W. R. Dabney, vice-president and 
general manager of Ironrite. 

The company’s decision to enter 


prompted by the fact that ironer 
sales run “in direct ratio to the 
number of good demonstrations.” 

“Television, which may well be- 
come the major medium for Iron- 
rite, reduces the cost of demon- 
strations remarkably,” Mr. Dabney 
declared. 


Cities Service Opens Drive 


Cities Service Co., New York, 
launched a campaign on April 8 in 
80 newspapers in 20 states, and in 
15 magazines to describe the oil 
industry’s service to the public 
last year. Full-page and 1,350-line 
ads told how the industry and the 
company overcame the threatened 
oil shortage. Albert Frank-Guen- 
ther Law, New York, is the agency. 


Fawcett Names Spink V. P. 


Shepard Spink, who recently 
joined Fawcett Publications, New 
York, as advertising director, has 
been elected a vice-president. He 
will continue as advertising direc- 
tor. Mr. Spink joined Fawcett af- 
ter retiring as advertising direc- 


television, he explained, was 


tor of Life. 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Department store 
sales in the U. S., in the week 
ended April 2, were nearly 10% 
greater than in the week ended 
March 26. They were, according 
to the Federal Reserve Board, 8% 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to Apr. 2, ’49*.p302 
Week to Mar. 26, ’49*. .278 
Week to Mar. 19, ’49*. .261 


Week to Apr. 3, ’48*. .280 
Week to Mar. 27, ’48*. .331 
Week to Mar. 20, ’48*. .312 


pPreliminary. 
*Not adjusted seasonally. 


PAPER FOR EVERY 
PRINTING NEED 


KROMEKOTE 


For excellent reproduction 
with catalog covers, post 
cards and inserts, or for 
packaging and labeling 
quality products, this cast 
coated stock is ideal. 


SATIN REFOLD ENAMEL 


Meets every requirement 
for quality publication and 
advertising printing — 
thanks to top-grade enam- 
el coating, folding strength 
and its receptivity to ink. 


ARIEL COVER 


Particularly effective for 
catalog covers, cards and 
displays. Available in 
white and eight colors, 
and in various weights, 
sizes and special finishes. 


SPECIALTY PAPERS 
Champion's specialties in- 
clude bonds, business 
Papers, envelope, post 


card and papeteries . . . 
all excellent reasons for 


you to specify Champion. 


THE CHAMPION 


PAPER 


Shida are Selly with ‘pete and ‘otal when they re pri : 
Wedgwood Offset— Champion's quality paper for lithographic work. 
Photographic reproduction is crystal-clear in a brochure printed on 
Wedgwood. Colors are vivid, artwork effective, and the type is crisp 
and clean. Then, too, there's an impressive look, an expensive feel to 
Wedgwood Offset that come only from years of lithographic research 


and development. 


Adaptable to nearly every offset requirement, 
Wedgwood is available in both coated and uncoated ainauan and 


ina variety of weights and ee. 


Mills at Hamilton, Ohio; Canton, Meath Carolina and Siailiie Texas. | 
District sales offices: New York . 


Detroit + St.Louis + 


WHATEVER YOUR PAPER PROBLEM 


Sits a Challenge to Champion! 


HAMILTON, 


AND FIBRE 


COMPANY, 


Ce 


Chicago * 


Cincinnati + Atlanta 


GENERAL OFFICES, 


Philadelphia 
. San Francisco 


OHIO 


above sales in the week ended 
April 3, 1948, which immediately 
followed Easter last year. 

The latest report indicates sales 
for the week ending last Saturday 
(April 16) will probably set an 
all-time record for an Easter sales 
peak in the nation’s department 
stores. The previous record was 
set at Eastertime in late March 
last year, when the index (based 
on 1935-39 averages) reached 331. 

Sales for the week ending April 
2 were not uniformly strong 
throughout the U. 8. In the West 
and Southwest, in fact, most cities 
reported lower sales than in the 
corresponding week a year ago. 
Strongest showings were reported 
from scattered cities in the East, 
South and Midwest. - 


% Change from 1948 
Weeks End 


nding 
Federal Reserve Mar. Mar. Apr. 

District and City 19 26 2 
UNITED STATES .... —16 —I16 x 
Boston District ....... —23 —24 14 
New Haven ........ —27 —8 7 
DL ot arenes 0000 —23 —24 16 
Springfield ......... —81 —36 0 
Providence ......... —28 —#80 11 
New York District.... —19 r—I7 s 
BEE. op cacicehose ve —25 —14 ll 
DEE a ceceviececs —16 r—16 19 
GO ae —18 r—17 8 
——— ie gata, —18 —19 —2 
dante Gs —17 r—18 9 
Philedclphia District... —9 —13 16 
Philadelphia ........ —5 —14 16 
Cleveland District .... —18 —Il4 16 
[ 3 Bee —6 —12 15 
0 —21 -—22 13 
Ce cnieeso-nee —18 —15 20 
SEE, in necdconee —20 —-16 27 
_ oar —15 9 10 
Pittsburgh ......... —17 9 16 
Richmond District 2. —18 r—12 18 
Washington ........ --7 —6 26 
eee ree —26 —15 12 
Atlanta District ...... —20 —I15 7 
Birmingham ....... —20 —16 6 
are —7I —12 2 
BEE naxinceesso eee —24 —22 3 
New Orleans ....... —18 --3 23 
BEE cctscccecss —80 —26 11 
Chicago District ...... —16 r—13 5 
ee —17. —10 8 
Indianapolis ........ —12 —6 16 
ET nid a9) 6 04.0:0.8 9 —16 —16 1 
Milwaukee ......... —14 —21 —2 
St. Louis District Wiewte' —17 r—i18 10 
Little Rock ........ —20 —82 6 
aa —1k —11 6 
St. iw ac log ar —18 —15 13 
EP —15 —24 12 
-—~ % District .. bd * ® 
Minneapolis ........ ° bd s 
2 ear ° * . 
Duluth-Superior .... ° * bd 
Kansas City District... —18 r—18 —3 
EE suche pewes ee —18 —19 8 
 — ar —18 —14 4 
Ramesses City ........ —24 —22 -——4 
Ok ee —30 —22 7 
Oklahoma City ..... —16 —20 —7 
cna 55360 8a —14 —18 —5 
Dallas District ....... —12 —20 2 
a a —22 2 
Fort Worth ........ —l11 r—23 —8 
ee —14 —18 8 
San Antonio ....... —23 —20 --3 
San Francisco District. —12 r—18 aad 
Los Angeles Area... —16 —23 —6 
EE 9-6.90.6¢0 0.3.00 —10 —20 6 
San Francisco ...... —T7 —16 13 
ee -~9 —I11 —4 

| sew poe SS <b or 2 —18 —12 
Tee Whete eines —4 —l1 1 

r—Revised. 


* Data not available. 


Feature Congo Squares in May 


Lamont, Corliss & Co., New 
York, will launch a special pro- 
motion during May’ featuring a 
recipe for Congo Squares, cookies 
made with Nestle’s semi-sweet 
chocolate. Half-page color ads 
will appear in The American 
Weekly, Better Homes & Gardens, 
Ladies’ Home Journal, Parade, and 
This Week Magazine. Cecil & Pres- 
brey, New York, is the agency. 


Opens Arch Preserver Drive 


Metropolitan Wright Arch Pre- 
server Shoe Dealers Association 
has launched a spring campaign, 
using weekly insertions in the New 
York Times and New York World- 
Telegram. The campaign will run 
through part of June. H. B. Hum- 
phrey Co., Boston, is the agency. 


WRRN Changes Call Letters 
Station WRRN, Warren, O., has 
changed its call letters to WHHH. 
It will become a regional station 
of Mutual Broadcasting System in 
mid-summer, when the station’s 
power will be increased to 5,000 
watts. 


KVI Moves Main Studio 


Station KVI, Mutual network 
station for Seattle and Tacoma, has 
moved its main studio from Ta- 


coma to Seattle. 
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White Bows as 
Mutual Head at 
Station Session 


Cuicaco—An overflow crowd 
of Mutual Broadcasting System 
affiliates, obviously somewhat con- 
fused and eager to learn more about 
the network’s change in manage- 
ment, heard Edgar Kobak sing his 


NAB Meeting 


swan song as president, and Frank 
K. White make his inaugural ad- 
dress, at the Stevens Hotel here 
last Sunday. 

Mr. Kobak received a spontane- 
ous reception which indicated his 
standing with the rank and file 
of affiliates, when he came to the 
rostrum to report that he will take 
leave of the MBS presidency May 
1 to become a consultant, and that 
he will serve MBS in a consulting 
capacity at least until the end of 
1951. The affiliates first cheered 
heartily, then rose in unison as 
he approached the front of the 
room. 

Mr. White, the new president, 
who was most recently president 
of Columbia Records, made a brief 
talk in which he made no bones 
about there being a “big job ahead 
—one which will take _ brains, 
vision, money and abcve all cour- 
age.” 


w The principal policy speech at 
the gathering, which was followed 
by a cocktail party, was made by 
Theodore C. Streibert, WOR, New 
York, newly elected chairman of 
the Mutual board, succeeding 
Lewis Allen Weiss of Don Lee, 
who lambasted certain sections of 
the trade press for printing “some 
things about Mutual that are out- 
right lies.”” Any assertion that there 
is less than a perfect community 
of interests between operations of 
the network and the operation of 
its principal originating stations 
is ridiculous, he said. 

“We think we have demon- 
strated in the past 14 years that 
there is a need for a fourth net- 
work,” Mr. Streibert said, adding 
that a long and useful life for the 
net appeared certain despite the 
competition of TV. 

The New York area, with be- 
tween 500,000 and 600,000 TV sets, 
is now in about the same position, 
as far as TV coverage is concerned, 
as will be true nationally in about 
two years, he said, “and everyone 
now is beginning to realize the 
continuing benefits of AM and the 
fact that you can’t just write off 
a mass medium.” 


= Certain services of AM can’t 
be beat or even equaled by TV, 
Mr. Streibert said, citing news 
particularly, a field in which he 
contended that AM stations are 
more than holding their own with 
audiences. 

“We are not writing off AM,” 
he said flatly. “At WOR we are 
right now trying to get approval of 
a new antenna which will cost 
us $250,000 and improve our ser- 
vice somewhat. And let me re- 
mind you that this is not an emer- 
gency expenditure. We can get 
along without this new antenna.” 

Nevertheless, he added that it 
is his personal opinion that “Mu- 
tual affiliates ought to give thought 
to not being left out of TV. That 
doesn’t mean that we must all 
rush in and see how soon and how 
fast we can lose money; but it 
might well be worth while to in- 
vest in some losses at this stage 
of the game.” He assured affili- 
ates that as soon as Mutual gets 
on the air in New York, TV pro- 
gramming from that city will be 


available, and that it will be of- 


fered first to MBS affiliates. 


s Mr. Streibert also advanced the 
possibility that the present VHF 
bands may eventually become the 
“clear channels” of TV, because 
the UHF bands soon to be opened 
may not be “so good.” 

Thomas O’Neil, Yankee Net- 
work, was named vice-chairman 
of Mutual’s board by the directors, 
and Frank Schreiber of WGN was 
elected a director, succeeding 
Chesser Campbell, who repre- 


sented the same station. All other 
directors and officers were re- 
elected. 


Mann-Ellis Appoints Three 


Jerome Dobin, copy chief and 
account executive, has been named 
a vice-president of Mann-Ellis Ad- 
vertising, New York. Wally I. 
Wallach has been appointed art 
director and Marvin L. Grant, 
formerly with William H. Wein- 
traub & Co., has been named di- 
rector of the radio and television 
department and account executive. 


Posters Boost Columbus, O. 


Columbus Outdoor Advertising 
Co. is contributing 24-sheet poster 
plants to a “Discover Columbus” 
campaign in the Ohio capital. The 
city has sent out more than half 
a million direct mail pieces this 
year to boost local charms. Under 
Mayor James A. Rhodes, it has 
lined up various sports and other 
events for Columbus, including the 
All-American Newspaper Boys’ 
Bike Derby in August. The Co- 
lumbus Advertising Club and other 
groups are cooperating. 
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Names Dundes & Frank 

Sterling Shirt Co., New York, 
has appointed Dundes & Frank, 
New York, to handle its advertis- 
ing. 
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YOU'LL LOOK 
IN The MIRROR 


How big is a thousand lines? 
In the new, fast-growing Los Angeles MIRROR it’s a Full Page! In the 
second Los Angeles afternoon paper it’s less than 75% of the page, and in 
the third afternoon paper it’s less than half a page! Smaller lineage likewise 
has proportionate dominance in The MIRROR! 


MIRROR advertisers have no fear of “eye wander” 


BIGGER 


— for even the 


smallest ads fairly shout for attention on the MIRROR’S easier-to-read tabloid 

page. And they can’t be tucked below the fold, because there isn’t any! 
Extra dominance is important in today’s scramble for business. But, 

that’s not the only MIRROR AD-vantage. The MIRROR’S low rate gives you 


many, many more impressions per dollar spent . . 


. and those extra impressions 


not only sell more goods, but make a hit with retailers, wholesalers, and 
jobbers when we help you “pre-sell” your advertising campaign. 


Better get the whole story — write The MIRROR, or buzz a MIRROR 


“Rep” today! 
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Central Paint Ups Barnett 


Lynn F. Barnett, sales manager 
of export and industrial finishes 
divisions of Central Paint & Var- 
nish Works, Brooklyn, -has been 
named general sales manager of 
all divisions. He has been a vice- 
president of the company since 
1946. Lester Bernard, regional in- 
dustrial sales manager, has been 
appointed industrial sales manager. 


Ward to Frederick-Clinton 


Ward Laboratories, Inc., New 
York, has appointed Frederick- 
Clinton Co., New York, to handle 
its radio advertising. 


‘Grocer's Digest’ Moves 


Grocer’s Digest, Chicago, has 
moved its office from 228 N. La- 
Salle St. to 308 W. Washington 
St. 


McAndrews to Broadcasters 


Robert J. McAndrews, who has 


been promotion manager of Young 
& Rubicam’s Hollywood office for 
the past two years, has been ap- 
pointed managing director of the 
Southern California Broadcasters 
Association, Los Angeles, effec- 
tive May 16. 


Names Alley & Richards 


Danbury Rubber Co., manufac- 
turer of rubber tile and crepe and 
composition soling, has appointed 
Alley & Richards, New York, to 
handle its advertising. 


Howard Joins Forjoe 


Bernard Howard, former mana- 
ger of the New York office of W. 
S. Grant Co., has joined Forjoe 
& Co., New York, in an executive 
sales capacity. 


WMT plows fertile ground 
in Oasis sows) 


You gotta look fast when you pass Oasis. It’s small 
... and it sort of blends into the rest of Iowa, which 
is all oasis anyway. But don’t let anyone throw sand 
in your eyes about the importance of Oasis as a 
market for your goods. 
WMTland put their collective purchasing power to- 
gether, the aggregate is fertile ground indeed. 


There are 1,121,782 people within WMT’s 2.5 mv 
line—well-heeled citizens whose standard of living 
is high, whose income is high—and whose affection 
for WMT stretches from day to night and back 
Tell your sales story to this loyal audience 
on Eastern Iowa’s exclusive CBS outlet—WMT. Ask 
the Katz man for full details. 


again. 
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Fox Head Stresses 
Outdoor Posters in 
Bigger ‘49 Campaign 


WAUKESHA, Wis.—Fox Head 
Brewing Co. is switching emphasis 
from national magazines to 24- 
sheet posters in an expanded 1949 
spring and summer ad campaign 
featuring a single theme—the 
“lightness” of Fox Head “400” 
beer. 

Outdoor advertising will be used 
in all major markets where the 
brew is distributed, including most 
sections of the nation. Posters will 
be augmented by newspaper and 
magazine space, radio and possibly 
television, and a complete array 
of point-of-sale material will -be 
offered to restaurants, night clubs, 
taverns and package stores. 

Fox Head concentrated its °48 
advertising in national magazines, 
but this year will confine its mag- 
azine list to Cue, Gourmet and 
The New Yorker. Selective radio, 
probably transcriptions, will be 
employed in several markets, and 
newspaper copy will be used as the 
product invades new markets. Of- 
ficials of the company are looking 
over several television packages 
and may decide later in the year 
to air a video show in several cities, 
according to J. R. Wickstrom, 
Fox Head’s advertising manager. 


a Although industry sales are be- 
lieved to have declined slightly 
during the first quarter of °49, 
Fox Head sales scored a consider- 
able gain over the previous year’s 
volume. A. C. Powers, general sales 
manager for the company, said 
Fox Head is confident that 1949 
will be “the biggest volume year 
in the long history of our brew- 
ery.” 

While all copy will emphasize 
the lightness of Fox Head “400,” 
it also will seek to boost product 
identification and will repeat the 
slogan, “Brewed with Waukesha 
water.” Fox Head’s trade character, 
“Headley the Fox,” also will be 
featured in all advertising and 
point-of-sale material. “Headley,” 
introduced a year ago, has won a 
considerable amount of notoriety. 
One stunt tied him in with the 
’48 national elections; king-size 
election buttons urged “Vote for 
Headley,” and election posters 
boosting his campaign went up in 
hundreds of taverns and restau- 
rants. 

Weiss & Geller, Chicago, handles 
the Fox Head account. 
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ANOTHER NEW DRESS—Morton Salt Co.’s familiar blue package will appear on 

grocers’ shelves in a new dress (shown at the right) this month. The umbrella 

girl now has blonde pigtails, and the product’s name appears in larger type. The 
other packages show the development of the label from 1912 to the present. 


2,710,000 TV Sets 
Can Be Sold in *49, 
Sylvania Estimates 


New YorK—If the television 
manufacturing industry improves 
its selling, promotion and mer- 
chandising techniques, it has a 
good chance of pushing TV set 
sales for 1949 as high as 2,710,000, 
according to Frank Mansfield, di- 
rector of sales research, Sylvania 
Electric Products. 

Mr. Mansfield made the state- 
ment following completion of Syl- 
vania’s survey on non-set owners’ 
reactions to sight and sound broad- 
casting. He said receivers will be 
purchased by at least 1,580,000 
families this year, and the figure 
could be boosted to 2,710,000 with 
strong selling and clarification of 
the consumer’s confusion about the 
future of video. 

Some 1,700 interviews were 
made in eight television areas last 
December and January for the 
study. The sample included homes 
in sections where video service 
ranged from good to poor. All 
economic levels were covered. 


sw Interesting findings pointed out 


by the researcher: 

In TV areas, 89% of residents 
have seen television. (Most of 
them are more or less regular 
televiewers in the homes of friends, 
of relatives or in public places.) 

Three out of four of the above 
89% are enthusiastic or moder- 
ately favorable to TV. 

Some 4,600,000 families con- 
sidering purchasing television are 
“pretty serious” about it. This 
figure is 28% of the non-owning 
homes in TV areas. 

Most potential prospects—77%— 
earn less than $100 a week, “‘thus 
placing the future of television in 
the hands of the great middle in- 
come or mass market.” 

This is one of a _ continuing 
series of studies by Sylvania, a 
major manufacturer of TV’s vital 
cathode ray tubes. 


Appoints Haring Chandor 

Haring Chandor, formerly with 
G. P. Putnam’s Sons, New York, 
book publisher, has joined Smith, 
Smalley & Tester, New York, as 
account executive. 


Burnham to Stromberg-Carlson 
W. T. Burnham, formerly gen- 
eral sales manager of Rogers-Ma- 
jestic Ltd., has been appointed 
general sales manager of Strom- 
berg-Carlson Co., Toronto. 
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Gamble Asks Better 
Agency Recognition 
Machinery by Radio 


Cuicaco—A strong plea for 
stronger and better agency recog- 
nition practices, for more wide- 
spread and more continuing sup- 
port of Broadcast Measurement 
Bureau, and for wider adoption 
of the 2% cash discount by broad- 
casters was voiced at a breakfast 
of the Chicago Radio Management 
Club here Tuesday by Frederic R. 
Gamble, president of American 


Association of Advertising Agen- 
cies. 

All media must face the enor- 
mous challenge of a shift to a 
buyer’s market after eight easy 
years, and one of the most im- 
portant challenges facing broad- 
casting, he said, is that of making 
certain that the time available 
for sale is actually turned into ad- 
vertising by people competent to 
do a job which will benefit both 
advertiser and broadcaster. 


a “The job of making advertising 
successful is mainly the job of 
advertising agencies,” Mr. Gamble 
said. “You decide, as broadcasters, 
who are eligible to get commis- 
sions on the sale of time on your 
facilities. If you make wise and 
good choices, and make certain 
that those whom you recognize as 
advertising agencies are profes- 
sionally and ethically capable, you 
help advertising and you help 
broadcasting. But if you recognize 
an outfit you shouldn’t, you will 
probably be starting a few more 
advertisers toward the advertising 
graveyard.” 

“Can radio,” he asked, “afford 
to do less than others are doing? 
Why is there no recognition ma- 
chinery in the National Associa- 
tion of Broadcasters? There is sure 
danger of drawing the hot seat 
for yourselves if you simply sell 
time without making certain that 
time is well used.” 


s Mr. Gamble was equally insist- 
ent on the advertising business’ 
need for market and coverage in- 
formation in radio. Tracing the 
history of the Audit Bureau of 
Circulations, he pointed out that 
Broadcast Measurement Bureau is 
set up along identical lines and 
with much the same purpose, and 
added: “The setup is sound. Such 
an organization is needed. It 
should have your support. If you 
aren’t satisfied with everything 
BMB does, or the way it does it, 
get in and do your best to help 
fix it from the inside.” 

With regard to the 2% cash dis- 
count, which is presently allowed 
by overwhelming majorities of 
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media in other fields, but is still 
rather uncommon in radio, Mr. 
Gamble asserted that “it is essen- 
tially a wash operation that costs 
nobody anything except the slow 
payer.” 

Agencies do not keep the 2%, 
but pass it on to clients, and there- 
by insure the stability of the whole 


Change Your Records 

Apvertisinc Ace's New 
York office is now located 
at 11 E. 47th St., and the 
telephone number is MU 8- 
0073. Please change your 
records. 


credit operation in advertising, 


he said. 


Fowler Opens N. Y. Office 

Robert E. Fowler Associates, 
Washington, public relations, has 
opened a New York office at 1775 
Broadway, with Kendall Canfield 
in charge. 


Changes Closing Date 


School Management, New York, 
has changed its closing date for ad- 
vertising from the first of the 
month preceding date of issue to 
the 25th of the second month pre- 
ceding date of issue. 


Mulliken Names Lundquist 


Paul E. Lundquist, formerly 
vice-president of Republic Drill & 
Tool Co., has been appointed sales 
manager of the newly established 
construction equipment division of 
Pettibone Mulliken Corp., Chicago. 
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To Brisacher, Wheeler 


Strouse-Adler Co., New Haven, 
Conn., manufacturer of Smoothie 
girdles and foundation garments, 
has appointed Brisacher, Wheeler 
& Staff, New York, to handle its 
advertising. 
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Say good-by to good will if your mail-away 
premium offer isn’t handled in a hurry. 


Housewives and kiddies who send in their 
coins and box tops want their premiums in a 


time. When they don’t get 


them, you’re on the receiving end of an avalanche 
of mail charging carelessness, neglect, and even 
fraud. This extra mail not only complicates the 
handling, but, much worse, destroys the good will 
engendered by the offer. No good will, no repeat 


350 E.22nd ST. 
CHICAGO 16,1LL 


1. DONNE 


romotion suffers. 


There’s one way to avoid all this—let Don- 


nelley do the job for you. 


For with the many problems that can arise on 
a premium offer, it’s wise to have Donnelley ex- 
perience behind you from the beginning. And 
most important, you can be sure that premium 
requests will be handled promptly. 


Your nearest Donnelley office will gladly dis- 
cuss your next premium promotion. Call or 
write when you start planning. 
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If you’re looking for a better way to button-up the Chicago market 
or a quicker way to open up new sales channels, get a close-up of 
the big part of Chicago that’s yours in the Herald-American. 


So that you can see exactly who your advertising reaches and sells, 
the Herald-American offers a complete breakdown of its readership 
showing age, sex, family status and employment. 


A PRIZE WINNING MARKET STUDY 


“Because of the reliability and validity of the techniques used in 
its preparation”, the Chicago Herald-American’s analysis of its 
readers’ characteristics received First Award for the best market 
data in the 1949 Editor & Publisher Promotion Awards. 


872,783 FAMILY. 


HERE IS A CLOSE-UP OF THE CHICAGO HERALD-AMERICAN’S BIG FAMILY MARKET 


SUNDAY 


*872,783 Family heads in Metropolitan Chicago read *1,073,772 Family heads in Metropolitan Chicago read the 
the Herald-American — 369,637 husbands Sunday Herald-American—448,522 are husbands 
and 503,146 wives. 625,250 are wives. 

37.6% of ALL family heads in Metropolitan 46.2% of ALL family heads in Metropolitan Chicago 
Chicago read the Herald-American. read the Sunday Herald-American. 
4,1 is the average number of persons per Herald- 4.07 is the average number of persons per Sunday 
American household—17.1% more than the Herald-American Household —16.3% larger than 
average for Metropolitan Chicago (3.5). the average for Metropolitan Chicago (3.5). 


These figures are from a recent survey by Alfred Politz Research Inc., which shows that Chicago Herald-American readers are younger, 
buy for larger households, and live in homes having an 18.4% higher median rental value than the median for Metropolitan Chicago. 
For a close-up of the big part of Chicago that can be yours, write for a copy of “Characteristics of Chicago Herald-American Readers.” 


NATIONALLY REPRESEN TE D BY THE HEARST ADODBVERTIS IN G SERVICE 
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‘Television for 
The Millions’ 

Is Coy's Vision 
FCC Chairman Sees TV 


Dominant Over AM, But 
‘Not in Three Years’ 


Cuicaco—Federal Communica- 
tions Chairman Wayne Coy does 
not believe that radio as we know 
it today will be wiped out within 


three years. He said so Monday 
noon in a talk at the opening 
luncheon session of the National 
Association of Broadcasters, in 
commenting on an article by Mer- 


NAB Meeting 


lin H. Aylesworth, first president 
of the National Association of 
Broadcasters, which appears in the 
April 12 issue of Look. 

But, Mr. Coy’s listeners gathered, 
he doesn’t quite disbelieve it, 
either. In fact, his disagreement 
with Mr. Aylesworth’s statement 
that “powerful network television 
will take the place of AM, com- 
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pletely overshadowing the few 
weather reports and recorded pro- 
grams left to single, independent 
radio stations” is largely, as Mr. 
Coy described it, a disagreement 
“of time—of how soon television 
can become a nationwide compet- 
itive system with circulation in 
most of the homes of America.” 


ws Citing reams of statistics to 
show that broadcast revenue last 
year was up about 12% over 1947 
to a total of $408,000,000, but that 
expenses of established stations 
and networks advanced 10% and 
income before taxes declined 4.2%, 
Mr. Coy reported that 72 FM sta- 
tions reported aggregate 1948 re- 
venue of $1,000,000, and the total 
for all 114 FM stations is estimated 
at $1,600,000. “During 1948,” he 
said, “the four TV networks and 
50 stations (total on the air during 
the year) reported aggregate re- 
venues of approximately $8,700,- 
000, aggregate expenses of $23,- 
600,000 and losses of almost $15,- 


000,000. All networks and stations 
reported a loss from operations 
during the year.” 

The four TV networks together, 
including ten owned and operated 
stations, had revenue of $4,800,000 
during 1948, and expenses of $11,- 
200,000, their losses adding up to 
$6,400,000. Forty other stations had 
revenue of $3,900,000, expenses of 
$12,400,000, and losses of $8,600,- 
000. But in seven major metropoli- 
tan areas during 1948, television 
revenues accounted for 6.9% of 
the combined revenue of all AM 
and TV outlets—$5,100,000 for 23 
TV stations (many of which were 
on the air only a portion of the 
year) as against $68,900,000 for 
109 AM stations. 


mw These figures, Mr. Coy said, 
point to three conclusions: 

“1. There is grave financial risk 
in starting a new aural radio sta- 
tion. More than half of all the new 
stations started last year lost 
money that year... 
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“2. There seems to be a definite 
relationship between the number 
of ‘losing stations’ and the excess 
profits tax... 

“3. I am sure there is definite 
relationship between the propor- 
tion that television is taking from 
the total advertising dollar, and 
the television circulation in those 
areas... I think it is a sound as- 
sumption that television will, in 
the future, take an increasing 
share of the advertising dollars 
in direct proportion to its increase 
in circulation in any area.” 


= Not all the dollars lost to TV 
will come from radio, Mr. Coy 
said, but “the danger, from radio’s 
point of view, is that it will lose 
dollars to all media, including TV, 
as a result of loss of audience to 
TV.” There is no question, he 
asserted, that radio and TV are 
entering a competition for audi- 
ence as well as advertising dollars, 
with the odds on TV, and in this 
connection he warned that moves 
toward “more economical AM pro- 
gramming” may hasten, rather 
than retard this trend. 

“TI see television as the dominant 
medium of broadcasting in the 
future,” he said baldly, adding that 
broadcasters who hope that it may 
be kept out of non-metropolitan 
areas indefinitely are whistling in 
the dark. Recognizing the eco- 
nomic problem involved, Mr. Coy 
advanced a concept of major sta- 
tions in metropolitan areas with 
satellite stations on the fringes of 
that area, “as nearly as possible 
automatic in operation,” not ex- 
pected to provide programming, 
studios, management, sales or en- 
gineering staffs, but instead serv- 
ing merely as a repeater for the 
program source, to provide a larger 
potential audience and thus re- 
duce unit costs. 

In conjunction with suitable 
“taps” off coaxial cable or radio 
relay lines and service off the con- 
necting lines to other secondary 
stations, Mr. Coy visualized a TV 
network “similar to the network 
of a railroad system—major termi- 
nals, intermediate stations, short 
side spurs and secondary lines.” 


= “I would like to see all these 
possibilities explored,” Mr. Coy 
told the broadcasters. “I do not 
think television need stay in the 
millionaire class. It if does, mil- 
lions of people will never have 
the opportunity to enjoy it regu- 
larly.” 

While the commissioner skirted 
the problem of opening up the 
ultra high frequencies to television 
by saying merely that he was cer- 
tain that “before many months we 


can establish our UHF allocation - 


and thus open up this new frontier 
of the spectrum so that it may be 
possible... to take television ser- 
vice to all of America,” he gave 
numerous indications of his anxi- 
ety to broaden TV coverage to 
embrace most, if not all, of the 
population. 

Pointing out that the FCC can- 
not give preference to broadcasters 
or others in allocating TV li- 
censes, he did say that “I certainly 
would like to see developments in 
television which would make it 
possible for all qualified broad- 
casters to get into television.” 
When he asserted that “the people 
on Main Street know about tele- 
vision, are excited about it and if 
they don’t see signs of getting it 
in a reasonable time, they are 
going to start asking embarrassing 
questions of you, their local broad- 
caster,” he struck a responsive 
chord. Most of the audience seemed 
agreed that his premise was per- 
fectly sound, and that the people 
on Main Street not only would 
ask about TV, but have already 
been asking about it. 


a “In the face of more competi- 
tive, more realistic economics in 
broadcasting,” Mr. Coy told the 
broadcasters, “you will have to 
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make numerous adjustments. You 
will want to practice economies 
and fight harder for business. 

“In this period of adjustment 
from the lush days of the war, you 
will be faced with the temptation 
to go down the primrose path of 
commercial excesses, to reduce the 
quality of your programming, to 
cut corners on your public service 
programming. 

“In that hour of temptation it 
will be well to remember not only 
the long-range health of your own 
operation but the security of the 
whole broadcasting structure. It 
will be well to get out the Com- 
munications Act and study the ob- 
ligations for public interest, con- 
venience and necessity. 

“The public interest, I can as- 
sure you, is not expendable. 

“A concerted lowering of stand- 
ards would be calamitous... In 
fact, I suggest that one of the 
first measures you take to strength- 
en the position of your individual 
station and the whole industry for 
the more competitive future is to 
begin building a better program 
structure.” 


a Mr. Coy also took occasion dur- 
ing his talk to “answer” the speech 
of NAB President Justin Miller 
to the independent station mem- 
bers of NAB the previous day, in 
which Mr. Miller asserted that 
contentions that networks or ad- 
vertisers control broadcasting are 
“grotesquely inaccurate,” and in 
which he restated his oft-repeated 
assertion that the FCC is trying 
to censor radio program material, 
in direct opposition to law. 

Mr. Coy said he was “in general 
agreement” with what Mr. Miller 
said about government control not 
being needed in the field of radio 
programming, “but it is evident 
that this unanimity as to ultimate 
objectives does not extend as well 
to the day-to-day judgments which 
the commission has made in an 
effort to give meaning and ful- 
fillment to the generally approved 
aim—the freedom of radio.” 


a Judge Miller insisted, in his 
talk to independent stations, that 
instead of *a trend toward con- 
centration of ownership or control 
of broadcasting, there is a marked 
trend in the opposite direction, 
largely as a result of the greatly 
enlarged number of licenses which 
have been granted in recent years. 

Whether programs are “good” 
or “bad,” whether they cater to 
the mass appetites and similar 
questions of taste are no concern 
of either the FCC or the Congress, 
Mr. Miller insisted. “It seems now 
to be pretty definitely settled that 
the broadcaster—the individual li- 
censee—is the one whose power 
and duty it is to decide what pro- 
gramming policies and content are 
best suited to serve the public 
interest of his community. Neither 
Congress, the commission, net- 
work, advertiser nor commentator 
can do this for him... 

“And pervading all—shaping 
and reshaping the product—is the 
judgment of the people, the ulti- 
mate consumer. Sometimes this 
is fickle, sometimes harsh, some- 
times in low taste, sometimes re- 
flecting the querulous, demanding 


refinements of the effete and de-' 
cadent elements of our population. | 


Herein lies protection against bias, 
self-interest, ignorance and other 
negative human characteristics 
which gain dominance in human 
affairs when government assumes 
control of such media.” 


Issues Route-Salesmen Book 


Moore Publishing Co., 9 E. 38th 
St., New York, has _ published 
“Route Sales Management,” a 
guide for managers who depend 
upon route salesmen for business 
volume. The book contains special 
chapters on quotas, aptitudes, sales 
aids, cost analysis, truck operation, 
compensation, incentive and ad 
planning. Copies are available at 
$5 a single copy. 


One Audit Body, One 
Trade Group Urged 


for Business Papers 


Cuicaco—George O. Hays, pres- 
ident of Penton Publishing Co., 
Cleveland, told the Chicago Busi- 
ness Papers Association Monday 
that auditing organizations in the 
business paper field should add 
a third dimension to the analysis 
of circulations by defining depth 
of penetration of the market po- 
tential. 

“How effectively a business 
publication covers its market,” he 
explained, “is shown not only by 
the number of subscribers and 
their titles, but also by the degree 
to which they reach the buying in- 


ae 
ae 


fluences in the companies controll- 
ing the bulk of the purchases in 
their fields. This information 
would add a third dimension to 
circulation stafements.” 

Mr. Hays, whose company pub- 
lishes Steel, which within the past 
year has added a CCA audit re- 
port to its ABC data, criticized 
the ABC for attempting publish- 
ing functions by indicating lack 
of value in the unpaid portion of 
business paper circulations. He 
said that the ABC was estab- 
lished for the purpose of supplying 
information to advertisers and 
agencies, but that most of its rules 
“have been written by publishers 
for the purpose of putting their 
competitors out of business.” 


ws He endorsed the recent action 


of the National Industrial Adver- 
tisers Association in recommend- 
ing that there be one audit bureau 
to audit all forms of business paper 
circulations. 

In discussing the activities of 
the Associated Business Papers 
and National Business Publica- 
tions, Inc., he predicted that ulti- 
mately there will be one associa- 
tion of business publications, 
which will be a trade association 
capable of representing the en- 
tire industry. He added that many 
paid circulation media would use 
controlled circulation if they could 
afford it, but that as long as there 
is a “subsidy” for paid circulation 
publications through lower postal 
rates, they will continue to qualify 
for it. 

He also predicted that the new 


postal rates will bring second 
class and controlled circulation 
papers closer together by increas- 
ing second class and reducing the 
rates for the latter type of publi- 
cation, with a sliding scale of 
charges for advertising content. 
At present, editorial and adver- 
tising contents of controlled papers 
are charged for at the same rates 
under third and fourth class regu- 
lations. 


FR $.S. SPECIAL 
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DISPENS $5.00 por gal. $1.50 per gt. 
ARTEX ARTIST 
RUBBER 


CEntret6-3373 59-50 pergal. $1.25 poral. 


5.5. RUBBER CEMENT CO. 


314 N. MICHIGAN AVE, CHICAGO 1, ILL. 
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‘TWO STARTLING FACTS YoU SHOULD know ! 


ONE eeeln Cleveland, WGAR alone shows a significant increase 
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| Represented: Nationally by - 


| EDWARD PETRY & COMPANY 


in audience! The above graph tells the story. Latest listener 


reports* of the 1948-49 Fall-Winter season compared with the 


same period in 1947-48 show that only one Cleveland station, 


WGAR, has gained listeners this season over last year! 


TWO eee WGAR delivers more Cleveland listeners than any other 
station! In the 1948-49 Fall-Winter reports*, WGAR 


has maintained first place in total rated time periods. 


WGAR 29.7 
B 24.9 
| Cc 20.4 
D 13.8 
E 89 


(*) Hooper Station Listening Index 
Fall-Winter, Oct. ’48 thru Feb. ’49 


That’s why... for a real selling job in 


Northeastern Ohio... you need 
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Sweeney Joins Embree Co. 


William E. Sweeney, formerly 
in the advertising department of 
Remington Rand, Inc., New York, 
has joined Embree Co., Elizabeth, 
N. J., maker of Wipe-On, to work 
on promotion for the product. 


Gardner Promotes Hoagland 

Florence M. Hoagland, secretary 
of Fred Gardner Co., New York, 
has been appointed media director 
of the agency. Robert Archer has 
been named art director. 


Russell to Gartield & Guild 

Dee Russell, formerly adver- 
tising manager of S & C Motors, 
San Francisco, has joined the copy 
staff of Garfield & Guild, San 


Francisco. 


Colorizer Paint 
System Backers 
Map Ad Campaign 


Denver—Tentative plans for a 
paint advertising drive which may 
come to rival the industry’s larg- 
est were revealed here last week 
by Colorizer Associates and its 
new agency, Arthur G. Rippey 
Agency, Denver. 

Colorizer Associates is a newly 
formed group of eight regional 
paint companies banded together 


to promote a Colorizer system of 
mass-producing and package sell- 
ing virtually every paint color. 
The system was developed by 
Wallace Bennett, Salt Lake City 
paint company owner who is also 
president of the National Associa- 
tion of Manufacturers. 

Members of the Colorizer group 
are W. H. Sweney & Co., St. Paul; 
Bennetts, Salt Lake City; Brooklyn 
Varnish Mfg. Co., Brooklyn; Jew- 
el Paint & Varnish Co., Chicago; 
James Bute Co., Houston; Warren 
Paint & Color Co., Nashville; Koh- 
ler-McLister Paint Co., Denver, 
and Walter N. Boysen Paint Co., 
Oakland, Cal. 


ws Robert Clark, president of Jew- 


EASY CHART 


‘Reproduction in Quantity 


063 


in 500 to 750 QUANTITIES 
(1000 and over .06c) 


PHOTO-MATIC CO. 


Phone WHitehall 4-2930 
53.59 E. Illinois St., Chicago 11, Ill, 


el, is chairman of Colorizer As- 
sociates. The Rippey agency was 
selected by a committee comprised 
of Clarence Deutsch, sales and ad- 
vertising manager of Sweney; 
Robert S. Allison, merchandising 
and advertising manager, Bennetts, 
and Jack Magee, advertising man- 
ager of Brooklyn Varnish. 

The ad program will be focused 
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BIG PLANS—This ad, prepared by Kohler- 
McLister Paint Co. for dealer use, is 
the start of large-scale promotion of 
Colorizer paint by eight regional paint 
manufacturers. 


on decorator colors, 1,322 of them, 
developed by Marion Cornwall, 
Salt Lake City decorator. The Col- 
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Women’s Group 


(not to mention other media) 


match Ideal’s 


advertising gains? 


as follows: 


March 


i ie x ' 


February advertising 


a 


5 consecutive issues beginning February ’49 beat 
corresponding issues of ’48 by average of 22% 


Advertisers 


Buyers Readers 


— up 34.4% 
sa — up 15.5% 
- — up 27.6% 
4 — up 20.5% 


up 12.1% 
WILLIAM M. COTTON, Pubtisher 


Ideal Women’s Group 


PERSONAL ROMANCES « INTIMATE ROMANCES MOVIE LIFE> MOVIE STARS PARADE 
Ideal Publishing Corp., 295 Madison Ave., New York 17, N. Y. 


In This Buyer’s Market 


Are Buying Ideal 


*Circulation gains closely 
parallel advertising gains. 


Ask for the figures. 


Advertising Age, April 18, 1949 


orizer system, developed by Mr. 
Bennett after a dozen years’ re- 
search, provides for pre-measure- 
ment of colorants packaged in 
metal tubes. Customers buy any 
of 1,322 shades and a base paint 
which is either grey or white. The 
system is said to differ from tradi- 
tional color concentrates in that 
Colorizer paints are so “spread” 
and measured that anyone can get 
precisely the shade desired without 
having to mix shades. 


ws Eugene Pilz, Rippey account ex- 
ecutive, told AA last week that 
products of the eight participating 
paint associate companies will be 
standardized where necessary to 
permit use of national media, in- 
cluding magazine, newspaper and 
trade publication space. This will 
also permit Colorizer national pro- 
motional material to be blended 
into the associate companies’ re- 
gional and local advertising as 
prepared by their local agencies. 

Four of the associates—Sweney, 
Brooklyn Varnish, Bennetts and 
Kohler-McLister—have begun re- 
gional newspaper advertising, and 
the other four will start in a few 
months. Schedules are now being 
prepared for trade publication ad- 
vertising (one ad ran recently in 
American Paint & Oitl Dealer). 
Present regional ads include four- 
column by 56-line newspaper ads 
by an associate to introduce his 
dealer or dealers, followed by co- 
op space. National advertising in 
magazines will be developed for 
late 1949. 

No advertising budget has been 
set so far. It is understood a budget 
will be set up in relation to Col- 
orizer sales volume. Members’ 
local agencies will place news- 
paper, outdoor, radio and other 
regional advertising. 


= Colorizer should make consider- 
able headway in gaining distribu- 
ticn through department stores, 
its manufacturers believe, because 
of the great reduction over other 
paints in amount of shelf space re- 
quired to show a wide range of 
colors. 

Kohler-McLister, which has 
tested Colorizer, reports doubling 
its dealerships because of the new 
paint. 

The associate companies so far 
have spent $40,000 for catalogs for 
dealer use. These, of course, show 
all 1,322 colors offered. 


GYPSUM STARTS DRIVE 


Cuicaco—uU. S. Gypsum Co. last 
week launched a new quick-drying 
(in one hour) oil interior paint 
with a full-color spread in The 
Saturday Evening Post. Full-color 
pages will run later this season in 
a few shelter and women’s maga- 
zines. 

Called Texolite Seven Star Im- 
perial, the paint can be used on 
wallpaper and most other interior 
surfaces, requires no mixing and 
can be washed easily. Fulton, Mor- 
risey Co. handles the Gypsum ac- 
count. 


‘Seventeen’ Will Carry Mail 
and Retail Order Ad Section 


Effective with its August issue, 
Seventeen, a Triangle publication, 
will carry a special section of re- 
tail and mail order advertising. 
This will appear with the regular 
“Let’s Go Shopping” editorial fea- 
ture. Space will be sold in units 
of 1/12 and 1/6 of a page. 

Barney O’Hara, formerly with 
the Newhouse chain of newspa- 
pers, has joined Seventeen’s New 
York advertising sales staff to 
handle the new section. 


Rosen Forms Art Office 


Ben Rosen, former art director 
of Blaine Thompson Co., New 
York, has formed Contemporary 
Graphics, a new group of creative 
artists, with offices located at 35 
W. 53rd St., New York. The com- 
pany will serve agencies as well 
as work directly with clients, 
specializing in painting, illustra- 
tion and design for advertising. 
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You can really increase sales by advertising your products in the: 


FATHER’S DAY—JUNE ISSUE 
of Field & Stream. 


This issue will expose your merchandise to the top-flight sportsmen and their families 
—more than 700,000 of them. 


In addition you will benefit by the extra sales efforts of the nation’s leading sporting 
goods dealers, who will feature merchandise advertised in Field & Stream for Father’s Day. 


HERE’S WHY: 


1 “Give Sporting Goods for Father's Day” will be 
emphasized in the June Field & Stream. 


{ “ 
N Dealers will feature merchandise advertised in June 
\ Field & Stream as Father’s Day gifts. 
Dealers will display Field & Stream advertised products 
in their windows, to compete for the 31 prizes offered 
by this magazine for the best Father’s Day 
BPP iniow displays. 
FIELD & STREAM ADVERTISING OFFICES 
NEW YORK CHICAGO PACIFIC COAST DETROIT 
Fred Klaner, Advertising Director, J. Williams Macy, Western Mgr., William F. Coleman, Charles J. Sheppard, 
CECE ny, aera caignoes = ea 
| Telephone: PLaza 3-8544 igh Telephone: Whitehall 4-4536 Telephone: Elliot 4315 Telephone: Woodward 2-3080 
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High Cost of Commissioners’ 
Duties Wins $2,000 Pay Boost 

WASHINGTON—Into the records of 
the appropriations committee of 
the House of Representatives, for 
reasons best known to himself, 
Rep. Francis Case (R., S. D.) last 
week put an accounting of the 
travels of the members and staff 
of the Federal Communications 
Commission. 

Chairman Wayne Coy’s itinerary 
makes impressive reading. Some 13 
times since July 1, 1948, he stole 
away from his crowded desk, us- 
ually on a Friday afternoon, us- 
ually to explain FCC’s complicated 
problems to the industries in- 
volved. 

Once, at their own expense, Mr. 
and Mrs. Coy motored with the 
Frank Stantons to Charlottesville, 
Va., and another time they visited 
their old friends, the Robert H. 
Hinckleys, at the Waldorf-Astoria. 
But mostly it was an overnight 
train trip alone; perhaps a hitch- 
hike by car to a second convention; 
a dash back to the pile of mega- 
cycles, arguments and petitions 
that never seemed to subside. 

An Armistice Day conference 
with CBS officials cost Uncle Sam 
$23.10 for transportation; $6 per 
diem; 73¢ for taxis and a street- 
car token. 

With characteristic frankness, 
Mr. Coy tells Congress that it costs 
$6 to $8 a day over the govern- 
ment allowance to travel. “My 
present salary as a member of the 
FCC does not meet my personal 
living expenses,” he reports. “My 
resources are inadequate to con- 
tinue for any great length of 
time the expenditure of personal 
savings in order to maintain my- 
self and my family.” 

The appropriations committee 
has voted an immediate $2,000 
boost in the $10,000 pay of the 
members of FCC and other com- 
missions. But it is assumed here 
that Wayne Coy will yield to the 
dazzling offers of private industry 
before the summer is out. 

zee 

By all the laws of the game, 

President Truman should have 


(Advertisement) 


Appointed by Motorola 


cs 


Ellis L. Redden, who has been ap- 
pointed director of advertising and 
sales promotion of Motorola, Inc. Mr. 
Redden reads The Wall Street Journal 
regularly. He is among the 37,802 
advertising and sales executives of 
American industry (of a total audience 
of 223,641 business leaders) who keep 
posted on the eventful news presented 
in America’s only national business 
daily. If you have a message for the 
successful executives in business and 
industry The Wall Street Journal 
should head your list. 


By STANLEY E. COHEN, Washington Editor. 


rough sledding in getting approval 
of John Carson for the Federal 
Trade Commission. Though he gets 
a “Republican” seat, Mr. Carson is 
an “independent”; moreover, his 
affiliation with the co-op move- 
ment is a forbidding background 
for a Federal Trade Commissioner. 
Nevertheless, at this writing, John 
Carson will be confirmed. During 
30 years of newspapering here, he 
has built an unusually high repu- 
tation for personal integrity. 
Everyone is reluctant to cause 
him any trouble. 
aes 

Federal Trade Commission is ap- 
parently taking the Hoover Com- 
mission seriously. According to 
Commissioner Ewin Davis, it 


hopes to come up shortly with a 
“small claims court” procedure to 
handle “trivial’’ advertising cases 
with a minimum of fuss. Unfor- 
tunately, the congressional over- 
seers who budget federal agencies 
have apparently left unread the 
Hoover Commission study which 
suggests that the FTC put more 
of its efforts into broad economic 
studies, less into prosecutions of 
minor issues. The House appropri- 
ations committee has blindly ap- 
proved intact the funds used for 
FTC’s case litigation but has taken 
a healthy slice out of funds which 
were designed to build up eco- 
nomic investigations. 

see 

It-all-depends-whose-ox-is- 
gored-dept.: 

Postmaster General Jesse Don- 
aldson is fighting’ mad at mail pay 
requests which raiiroads have filed 
with the Interstate Commerce Com- 
mission. Totaling 80%, he calls 
them “inconceivable”; he threatens 
to go to Congress and insist on 
some changes in the way rail pay 


is computed. Users of second class 


mail will appreciate how Mr. Don- 
aldson feels about a threatened 
80% rate hike. After all, they are 
facing a proposed 300% hike in 
their postage bill. : 
. aes 
Assistant Secretary of Interior 
Girard Davidson claims that power 
shortages endanger industrial ex- 
pansion programs, and hurt poten- 
tial markets for consumer ap- 
pliances. Davidson warns that the 
aluminum industry currently is un- 
able to equip a 70 group air force, 
and that “too many people in too 
many sections of the country” are 
being asked “to cut down their 
use” of washing machines, re- 
frigerators, toasters, ranges and 
other appliances. Cheap power 
broadens markets for appliances, 
Davidson observes. Home power 
consumption in “cheap” power 
cities like Seattle, Tacoma and 
Chattanooga averages 4,000 to 5,- 
000 kilowatts, compared with a 
national average of 1,500 kilo- 
watts, he points out. 
zee 
The administration’s plan to sub- 
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sidize farm prices means higher 
taxes. But from the sales stand- 
point, it means broader markets. 
Since OPA ended, city families 
have had to put a disproportionate 
amount of income into food. Lower 
food prices mean more buying 
power, particularly for lower in- 
come groups which escape heavy 
taxation. Best illustration of the 
market possibilities can be seen 
on the roofs of low rent emergency 
housing developments. Blessed with 
less-than-average-rent, many pros- 
perous inhabitants find themselves 
free to acquire television. 


House small business committee 
Chairman Wright Patman (D., 
Tex.) is demanding that Federal 
Reserve scrap credit controls en- 
tirely. Patman’s fears about retail 
sales are supported by private sur- 
veys of pre-Easter retailing. One 
study of 66 typical men’s stores 
showed March business off 21%. 


Mail order houses have lost 
Round 1 of the fight against leg- 


* 


Better homes are cleaned 

more carefull 

often than ordinary homes. 

What a market BH& 

you for soaps and detergents 
and cleaners—for every- 
thing that cleans anything, 
from glass and silver to 
woodwork, linoleum and 
floors; from upholstery and 
carpets to filmy curtains 
and small denim overalls! 


and more 
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islation which assists states in 
collecting sales taxes on interstate 
shipments of cigarets. The House 
Ways and means committee is en- 
dorsing the Jenkins bill (H.R. 
195) in spite of protests that it en- 
dangers secrecy of mailing lists. 
Similar legislation passed the 80th 
Congress, but never reached the 
Senate floor. 
gee 

The Senate casually adopted 
Senator Brewster’s (R., Me.) 
amendment barring use of Mar- 
shall Plan dollars to advertise 
products and travel opportunities 
of participating countries. Actually, 
the amendment is merely a book- 
keeping dodge, since ECA nations 
are encouraged to use “their own” 
dollars to buy ads, and Paul Hoff- 
man is permitted to make good 
deficits they may have in their 
dollar supplies. Real danger is the 
fact that these dodges may become 
habit-forming. Immediately after 
putting over his advertising 
amendment, Brewster was back 
Monday attacking ECA for helping 
foreign airlines acquire planes 


Distribution of U. S. Families by Income Groups 
(Estimate as of Jan. 1, 1949) 
By Everett R. Smith, Director of Research, Macfadden Publications 
URBAN FAMILIES 


“a” “B”" “Cc” om sogre TOTAL 
Over $3,000- $2,000- $1,000- Under FAMILY 

$5,000 4,999 2,999 1,999 $1,000 UNITS 

1/1/49 13.4 19 31.1 25.5 10 100. 
Palas int 19.4 31 5a34 108% 100.0% 
1/1/49 3,333,000 4,926,000 7,737,000 6,344,000 2,537,000 24,877,000 
1/1/48 2,792,000 4,629,000 7589, 6,276,000 2,577,000 23,863,000 
Change + 541,000 + 297,000 + 148,000 + 68,000 — 40,000 -+1,014,000 

beste - coamea - - an 

1/1/49 ’. 3 19.5 7 J 

Vales 113%, 19.1 31 26.7 tee 100. 
1/1/49 5,318,000 7,876,000 12,407,000 10,459,000 4,390,000 40,450,000 
1/1/48 4,513,000 7,486,000 12,208,000 10,442,000 4,489,000 39,138,000 
Change + 805,000 + 390,000 + 199,000 + 17,000 aaeaal 99,000 +1,312,000 

which take business from U. S.| To Botsford, Constantine 

carriers. Botsford, Constantine & Gard- 
ner, San Francisco, has been 


Christie Joins Miner 


John R. Christie, formerly a 
vice-president of Buchanan & Co., 
Los Angeles, has joined Dan B. 


Miner Co., Los Angeles. 


named to handle the advertising 
for the 1949 shows in the Bay 
Area of the California Sports, Tra- 
vel & Boat Shows, Inc. Copy in 
18 newspapers and 205 spot an- 
nouncements will be used. 


Jones Foundry Names Three 


Joseph A. Marland, who has 
been handling sales in the Chicago 
territory, has been appointed sales 
manager of W. A. Jones Foundry 
& Machine Co., Chicago. Thomas 
A. Jones, secretary and personnel 
manager, has been named assistant 
sales manager. Mr. Jones also will 
continue as secretary. Joseph A. 
Guyer, who has been handling 
general work in the sales and ad- 
vertising departments, has been 
appointed advertising manager. 


Names Brisacher, Wheeler 


McClintock-Stern Co., San Fran- 
cisco bird seed packer, has ap- 
pointed the San Francisco office 
of Brisacher, Wheeler & Staff to 
handle its advertising. A test cam- 
paign has been launched in the 
Los Angeles area. 


Stations Promote Carrington 


John Carrington, commercial 
manager of WORD and WDXY- 
FM, Spartanburg, S. C., has been 
promoted to station manager, suc- 
ceeding John W. Kirkpatrick, who 
resigned to become manager of 
WCOV, Montgomery, Ala. 
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OW do you pick out, from the mil- 

lions of people who read hundreds 
of magazines, precisely those who are your 
real prospects? 


Take a look at the screen in our picture. 
It does the picking for you. 


The screen represents Better Homes & 
Gardens’ 100% service content on better 
living. With no fiction and no side lines 
to attract casual readers, the service con- 
tent screens in only people whose big 
interest is home and family. 


We screen over 3,000,000 such families. 


We screen husbands and wives together. 
(Leaf through any issue to see how articles 


king 
prospects 


on mortgages, financing, and fixing locks 
run side by side with lemon chiffon pie, 
chintz, and kitchen short cuts.) 


We screen families whose income level is 


among the highest for all big-volume- 


market magazines. These are the families 


income groups. 


market ? 


who buy larger homes and who buy more 
of everything that goes into their homes 
than do their neighbors in the same block. 
The standard of living Better Homes & 
Gardens takes for granted is beyond low- 


Want to know more from our representa- 
tive about how editorial screening puts 
your story into the heart of this first-rate 


A \ “ 
GREATEST MEDIA PROMOTION 
EVENT OF TWE HEAR.’ 


HERE’S WHY 


Because there are no reliable, up-to- 
date official figures on markets and 
marketing trends, population and 
population trends, income, purchasing 
power, etc., advertising and marketing 
executives must depend on media- 
supplied studies and analyses for their 
information. And media have done a 
superb job of studying and reporting 
on their markets .. . 


: c 
GREATEST MED/A PROMOTION 
EVENT OF THE YEAR.’ 


HERE’S HOW 


However, there’s this catch in it: 
Unless a marketing executive’s name 
is on every publisher’s mailing list, 
he has no assurance he will get every- 
thing he needs . . . and if his name 
.were on every list, he would be 
swamped with much superfluous in- 
formation. The answer to this prob- 
lem is ADVERTISING AGE’S an- 
nual Market Data Number—a special 
issue serving as a comprehensive and 
authoritative directory of available 
market data supplied by media—en- 
abling men in search of markets to 
request what they need, when they 
need it. 


Advertising Age's _ 
“MARKET DATA 


GREATEST MEDIA PROMOTION 
EVENT OF THE YEAR.’ 


HERE’S WHO 
The 21,000 subscribers of ADVER- 
TISING AGE look to this directory 
as their basic source of latest available 
market data. 


1949 


GREATEST MEDIA PROMOTION 
EVENT OF THE YEAR.’ 


HERE’S WHAT 


And here’s what it does: It gets 
media-prepared data into the hands 
of the right people—those whose new 
accounts or new distribution prob- 
lems make it imperative for them to 
study certain markets. Last year the 
Market Data Number of ADVER- 
TISING AGE (the first issue) 
produced 13,301 requests for market 
and media data! In direct terms this 
means thousands of potential leads 
not developed through any other me- 
dium—a great service for advertisers 
and advertising media—and an exclu- 


sive with ADVERTISING AGE. 


RESERVE SPACE NOW! 
. CLOSING MAY 11. 
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ACTORS ARE COOLER AT CBS... more at home. .. because 
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he Coney Island-mirror distortions you see on some television 
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‘screens can add alarming pounds to the prettiest girl you 


ee 


know. But it doesn’t happen at CBS-TV. 


ANKLES ARE SLIMMER HERE... because CBS engineers a ie ~s 


“stretch” them, to counteract the tendency toward widening 


effects on the TV screen. By the time you see them you can be 3 Ss | 


reasonably sure that they’re as pretty as they ought to be. 7 | * —— 


they don’t fry in tropical studio temperatures, 
thanks to “cold light,” an innovation which 


was also developed by CBS technicians. - 
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THE SCENE IS LIVELIER AT CBS... 
because backgrounds can be made more 


fluid and variable with rear-screen projection... 


Here is striking evidence of still ‘esnithen CBS-TV development. : 
AND PROGRAMS ARE BETTER ON CBS... built with : 
the same skill, enthusiasm and care that have given CBS-TV 

its techutonl leadership. Indeed, by sshitices measure you choose, CBS 
is today the largest and most successful creator of package 
peace in television. i | | 

YOUR PROGRAM WILL DO BETTER ON CBS-TV... 
the network oat five of the sm sii edamnutiogd programs, | 
four of which are CBS package piemwedailes : 
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Street & Smith 
Cancels Pulps, 


Comics at Once 


Publishing House Had 
Long History in Field; 
25¢ Books, TV Blamed 


New York—Street & Smith Pub- 
lications, for many years a pub- 
lisher of pulp magazines, last week 
decided to abandon the pulp and 
comic field. 


The decision affected four pulps, 
Detective Story, Western Story, 
Doc Savage and The Shadow, and 
five comic books, Buffalo Bill Pic- 
ture Stories, Top Secrets, Super- 
snipe, True Sports and The Shad- 
ow “a picture version of the pulp). 

Street & Smith’s withdrawal 
came because of declines in public 
demand for both pulps and comics, 
according to Allen L. Grammer, 
chairman of the board. S&S will 
concentrate on its slicks: Charm, 
Mademoiselle and Mademoiselle’s 
Living, and on Astounding Science 
Fiction, Air Trails Pictorial and 


Pic Sports Quarterly. 


a The disappearance of gunsmoke 
from the S&S offices was accom- 


ry The FACT 
the smite | KEM JS me cme 
Too much Fred Jones pee Ma wae 
taste makes waist! BB ng CALL FORJOE 
1050 Ke 


panied by nostalgia. In 1855 the 
company launched The New York 
Weekly, devoted to “useful know- 
ledge, romance, historical items 
and entertainment.” It carried Josh 
Billings and Bill Nye, and the first 
Horatio Alger boy to rise to fame 
and fortune rose in the Weekly’s 
pages. In December of 1869, it 
began publishing the Buffalo Bill 
yarns, written by Edward Zane 
Carroll Judson under the nom de 
plume of Ned Buntline. 

The company launched Tip Top 
Weekly in 1896, and in it appeared 
the Frank Merriwell stories, writ- 
ten by Gilbert Patten. 

The oldest of the pulps sched- 
uled to be scrapped is Detective 
Story, which first made its bow at 
Street & Smith in 1915. 


lim Circulation declines in the 


pulp field were attributed to var- 
ious causes, ranging from 25¢ re- 
prints to television. Readers of the 
four abandoned pulps will still 
find copies of their magazines on 
the stands, because press runs are 
not yet completed. 


Advertising Age, April 18, 1949 


SEND-OFF—First press sheet in the new plant of |. S. Berlin Printing & Lithographing 

Co. (the Marshall-White Press), Chicago, is okayed by Max Bader, center, adver- 

tising production manager of Nash-Kelvinator Corp., Detroit. H. A. Gerlach, vice- 

president of the printing company, left, and |. S. Berlin, president, check over the 
form with him. 


In Ft. Lauderdale, Fla., Ormond 
V. Gould, grandson of Francis S. 
Smith, founder of the company, 
told the New York Times that, 
while he was reluctant to see the 


PUTS YOU RIGHT ON THE TARGET 
in this Responsive Indiana Market 


@ Lay your sights on this rich $2 billion-plus market 
where the people live as well, earn as much and 


spend as much as any in the world. 


You bring the ammunition. The Star’s 186,280 
daily morning circulation and The News’s 171,646 
daily evening circulation will put it down where it 


will do the most good. 


There’s strength and industry in this land, vigor 
in the people. That’s why advertisers placed a com- 
bined daily and Sunday total of 46,403,968 lines in 
The Star and The News in 1948 to reach them. 


KELLY-SMITH COMPANY e NATIONAL REPRESENTATIVES 


AT SALES 


THE INDIANAPOLIS STAR 
THE INDIANAPOLIS NEWS 


company switch, it was best to 
“change with the times.” He 
pointed out that Street & Smith 
had shifted its emphasis to the 
female market in recent years. 


POPULAR PULPS FEEL 
NO PAIN; LINAGE UP 

New YorK—Popular Publica- 
tions, largest factor in the pulp 
field, told AA it had experienced 
no newsstand difficulty, and 
pointed out that linage is up 80% 
in the first six months of 1949 
compared to the comparable 1948 
period. 

Tom Harragan, associate pub- 
lisher, told AA Popular had ac- 
quired one of two high-speed 
presses used in pulp printing from 
Street & Smith three and one-half 
years ago. Last year Popular ac- 
quired the second press from 
Street & Smith. S&S had accounted 
for about 3% of all pulp sales, he 
estimated. Current pulp sales are 
about 8,000,000 a month, with 
6,000,000 of the total composed of 
Audit Bureau of Circulations 
members. 

Popular is now publishing 23 
titles, with a circulation guarantee 
of 2,500,000 on an annual average. 


a A company with considerably 
less tradition than Street & Smith, 
it got its toehold in the pulp pub- 
lishing field in 1930 with Dime 
Detective and Dime Western, un- 
dercutting the field, which at that 
time had a standardized 15¢ price. 
In 1934 it acquired Butterick’s 
properties in the field, including 
Adventure, and joined ABC that 
year. By 1936 it was the biggest 
pulp publisher, with 1,600,000 cir- 
culation. In 1942 it bought the 
Munsey properties, one of which 
was Argosy, subsequently con-- 
verted into a man’s magazine. 

Although Popular’s sales on 
newsstands are reported satisfac- 
tory, Mr. Harragan noted that last 
fall, for the first time in 19 years, 
the upsurge of sales in the fall 
was considerably less—a reflection 
of the circulation situation of 
nearly all magazines in the last 
half of 1948. 


To Televise Cubs, Sox Games 

Peter Hand Brewery Co., Chi- 
cago, brewer of Meister Brau beer, 
will televise half of the home 
games of the Chicago Cubs and 
Chicago White Sox over WGN-TV, 
Chicago, through Batten, Barton, 
Durstine & Osborn, Chicago. 
P. Lorillard Co., for Old Gold cig- 
arets, sponsors the other half of 
the Cubs and Sox games over 
WGN-TV. 


General Paint Starts Drive 

General Paint Corp., San Fran- 
cisco, has launched a 15-week 
newspaper campaign through 
Botsford, Constantine & Gardner, 
San Francisco. Copy will appear 
in 37 newspapers throughout the 
western states. 


Lauren Joins ‘Bridegroom’ 

Lee Lauren, formerly with Mc- 
Graw-Hill Co., New York, has 
joined the sales staff of Esquire’s 
Bridegroom, New York. . 
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Stations Told 
Retailers Need 
Radio Education 


CuicaGo—FCC Chairman Wayne 
Coy’s statement that one-fourth 
of all U. S. radio stations lost 
money last year set the mood for 
a serious session on selling radio 


NAB Meeting 


as a medium at the Monday after- 
noon meeting of the National As- 
sociation of Broadcasters. 

The meeting opened with an 
optimistic forecast of the economic 
future by Leo Cherne of Leo 
Cherne Associates, New York, and 
with a statement by Eugene S. 
Thomas, general manager of TV 
Station WOIC, Washington, that 
media have an opportunity to in- 
crease their billings by 50%. 

Mr. Thomas explained that an 
average of 2.5 to 3% of the pre- 
war national income was spent on 
advertising. Today, he declared, 
our national income is in excess 
of $200 billion annually, but only 
$4 billion or 2% of that total was 
spent last year for advertising. 
Thus, he concluded, radio has an 
opportunity to increase its bill- 
ings by 50%. 


s Howard P. Abrahams, director 
of sales promotion for the National 
Retail Dry Goods Association, in- 
dicated that such a “potential” for 
radio advertising was really an 
indictment of radio station sales 
staffs for doing such a poor pro- 
motion job with retailers. 

Mr. Abrahams cited NRDGA 
figures showing that stores doing 
an annual business of from $5- 
10,000,000 spend 49¢ of their pro- 
motion dollar with newspapers and 
only 5¢ on radio time. 

He also told the assembled broad- 
casters that if retail sales volume 
dropped, radio promotion would 
be the first item on the budget 
to be cut, because “most retailers 
know very little about radio as a 
sales promotion tool...and the re- 
tailer is turning to his old tried 
and tested techniques.” 


w “You radio men,” he said, “have 
been guilty, along with us retail- 
ers, in getting us to use radio as 
a prestige building device. Re- 
tailers everywhere have switched 
a large share of their selling ef- 
forts away from institutional ad- 
vertising into item promotions.” 

He pointed out evidence to show 
that radio can do hard selling, and 
urged radio men to learn more 
about retail business, and then fit 
such evidence into a pitch to the 
retailer. 

To help a retailer, he continued, 
the radio time salesman must know 
the type of business, location of the 
store, competition, type of mer- 
chandise, type of customers, lo- 
cation of customers, shopping hab- 
its, store goals, and strong and 
weak departments. 


= Simon Goldman, general man- 
ager of WJTN, Jamestown, N. Y., 
added his contention that “a sta- 
tion isn’t a station unless it can 
attract and hold sponsors. The only 
way any station can do that is to 
have listeners, and the only way a 
station can have listeners is to 
have a dynamic program schedule. 

“The emphasis of program sales 
over spot announcements is vital,” 
he continued. “Instilling program 
knowledge, program philosophy 
and program appreciation among 
your salesmen always pays off 
in a big way. A good radio sales- 
man sells programs, ideas or cam- 
paigns. He has learned that his 
accounts get the best returns and 
stay on longest when they’re pro- 
gram advertisers ...He knows that 


when he sells programs, he sells 
radio.” 

Lee Hart, assistant director of 
the NAB broadcast advertising de- 
partment, offered the broadcasters 
a three-part copy formula for use 
in building commercials. “To get 
results,” she said, “you must get 
over a main idea, prove the main 
idea with top facts about the sub- 
ject and then make a direct bid 
for action.” 


Hale Promotes McKinnon 


Colan McKinnon has been pro- 
moted from advertising manager 
to sales and promotion manager 
of Hale Bros., San Francisco de- 
partment store. Carroll Rogers, 
in the Oakland store, has been 
transferred to the San Francisco 
store, succeeding Mr. McKinnon 
as advertising manager. 


Taylor-Borroff Starts 
‘Blue Ribbon’ Bulletin 


Taylor-Borroff, radio station 
representative organization, an- 
nounced a new “blue ribbon bul- 
letin” at a discussion session for 
stations it represents in Chicago 
April 10. 

The bulletin will be multi- 
graphed, three or four pages, and 
will inform advertisers and agen- 
cies of half a dozen or so “choice 
availabilities.” A gimmick to at- 
tract attention will be individual 
numbering of the copies, with the 
winning number—good for $50— 
being reported in the next month’s 
bulletin. 


Dalton Hat to Reiss 

Dalton Hat Co., New York, 
men’s hats, has appointed Reiss 
Advertising, New York, to handle 
its advertising. 
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T THE CHECK-OUT STAND- 


Tue Press continues its traditional leadership in 
grocery advertising by publishing more general gro- 
cery linage than the other two Pittsburgh newspapers 
combined. The Press also is the first Pittsburgh 
newspaper to carry, in one year, more than a million 
- lines of general grocery advertising in daily editions 


alone. 


The grocery business is another field where the 
impact of advertising shows up in immediate sales 
. .. and where The Press is the Pittsburgh favorite 


of alert advertisers. 


Last year The Press had double the increase of any 
other Pittsburgh newspaper in the general grocery 
classification . . . published 1,426,829 lines . . . which 


Advertising Department, oan. 
Howard Newspapers, 230 Park Ave- 
nue, New York City. Offices in 
Chicago, Cincinnati, Detroit, Fort 
Worth, Philadelphia, San Francisco. 


No/ 


The Pittsburgh Press 


IS af BY-FAR 
in GROCERY 


*GENERAL GROCERY LINAGE 
IN PITTSBURGH—1948 


% of 3-paper 
Total 


Linage Gain 


THE PRESS __ 1,426,829 56.0 197,990 
Sun-Telegraph 819,387 32.1 89,185 
Post-Gazette 302,839 11.9 23,552 


*This Week and American Weekly linage deducted. 


amounted to 56% of the 3-newspaper total. 

In every major linage classification The Press 
last year increased the margin of its leadership. The 
greatest increases were in classifications where re- 
sults are directly traceable. 

If you would like to know what linage figures show 
about the comparative strength of Pittsburgh news- 
papers in your part of the rich Pittsburgh market, 
call your Press Representative. All Scripps-Howard 
Representatives are Press Representatives. 


The Pittsburgh Press 


In Pittsburgh — In City Circulation — In Classified Advertising —In Retail 
Advertising—in General Advertising—in Total Advertising 
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So, being in the Easter Parade mares 


our product high style, eh, Judson? 


Ze, Judson: Well, yes sir, 
, and then there are the 


news reels. Great publicity 
for our dealers! 

Chairman: Well, maybe, y 
but what our dealers want is a 
lot of repeat sales. How do you 
think we’re going to 
keep people coming into 
their stores all over the 
country with a one- 
time shot like this? 
Judson: But we do ( 
have a budget! 


Chairman: But it isn’t so 
small that we can’t afford to tell 
our story to the nearly 2,000,000 
REDBOOK families. They’re 
young, up-and-coming fami- 
lies and they have over 
SEVEN BILLION DOLLARS 
to spend, after 


taxes. 


And we can tell our story to 
them. every month in full 
pages during the last six 
months of ’49 for $26,400. 
Our budget will certainly 
stand that! : 
Let’s get busy on a campaign 
in REDBOOK. Its circulation 


is at an all-time high! 


REDBOOK 


McCall Corporation »* 444 Madison Avenue, New York 22, N. Y. 
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PHOTOGRAPHIC 
REVIEW 


he“ 


ALL’S WELL—CBS president Frank Stanton 
- puts an arm around C. T. Lucey, WRVA, 
J < eal Richmond, chairman of the CBS af- 

Bn filiates’ board, as the two co-chairmaned 


a meeting of the group in Chicago. COMING EVENTS FORECAST—This gag shot of NAB President Justin Miller 

focusing a TV camera on Howard Lane, Field Radio Enterprises, Chicago, convention - 

arrangements chairman, was indicative of the NAB meeting, in which TV played 
a dominant role. 


* 


EASTERN ADWOMEN MEET—Assembled for the photographer at the Eastern Con- 
ference of Women’s Advertising Clubs, held in Philadelphia April 2-3, are (left to 
right, standing): Helen Carroll Corathers, president of the Philadelphia Club of Ad- 
vertising Women; Dorothy Dignam, N. W. Ayer & Son, New York; Honor Gregory 
House, Gregory & House, Cleveland, and vice-president, AFA, and Alice K. O’Connor, 
@ past president of Advertising Women of New York. Seated: Betty D. Gwyer, foun- 
der and first president, Women’s Advertising Club of Washington, and Rita G. East- 

man, president, Women’s Advertising Club of Baltimore. 


THENTEFIVE CEQTS FOR TWENTY..TIPPFED WITTE CENUINE CORE 


ANNOUNCEMENT—This newspaper copy 
opened Benson & Hedges’ campaign in 
the New York metropolitan area for its 

new Private Blend cigarets. Al Paul MYSTIFYING—Rex Howell, KFXJ, Grand Junction, Colo., does a rope trick for 
Y Lefton Co., New York, is the agency. fellow MBS affiliates Tom Morrissey, KFEL, Denver; E. J. Evans, WPLH, Huntington, 
: W. Va., and H. K. Carpenter, WHK, Cleveland, MBS director. 


EVERYBODY'S HAPPY—CBS affiliates smile happily at the meeting of the advisory 
board held in conjunction with the NAB meeting. Left to right: Dick Borel, WBNS, 
SOCIAL SIDE—Relaxing at the Greenbrier durina the Four A’s Thomas D’Arcy Brophy; David M. Botsford, Botsford, Constantine Columbus, O.; Howard Summerville, WWL, New Orleans; Wm. Quarton, WMT, 
meeting are (I. to r.): Warren E. Kraft; C. Burt Oliver; Charles & Gardner, San Francisco; Jack Cornelius, Batten, Barton, Durstine Cedar Rapids; Herbert V. Ackerberg, CBS v. p. in charge of station relations; Kenyon 
W. Collier, Advertising Association of the West, San Francisco; & Osborn, Minneapolis, and Leon Hansen, BBDO, Pittsburgh. Brown, KWFT, Wichita Falls, Tex., and Clyde Coombs, KROY, Sacramento. 


Ba 


AGENCY LEADERS—Heads of American Association of Advertising Agencies, elected at the 31st annual Hoyt Co.; Louis N. Brockway, Young & Rubicam, and John P. Cunningham, Newell-Emmett Co., all of 
meeting in White Sulphur Springs, W. Va., are (seated, |. to r.): Warren E. Kraft, Honig-Cooper Co., New York; George Link Jr., McKercher & Link, New York, Four A’s counsel; Abbott Kimball, Abbott Kim- 
Seattle, secretary-treasurer; Fairfax M. Cone, Foote, Cone & Belding, Chicago, vice-chairman; Thomas ball Co., New York; Howard A. Medholdt, Aitkin-Kynett Co., Philadelphia; Lawrence 1. Shenfield, 
D‘Arcy Brophy, Kenyon & Eckhardt, New York, retiring chairman; Clarence B. Goshorn, Benton & Doherty, Clifford & Shenfield, New York; C. Burt Oliver, Foote, Cone &° Belding, Hollywood; Ralph L. 
Bowles, New York, newly-elected chairman of the board, and Frederic R. Gamble, New York, president. Wolfe, Wolfe-Jickling-Conkey, Detroit, and Earle Ludgin, Earle Ludgin & Co., Chicago. Messrs. Brockway, 
Directors (standing, |. to r.): Albert W. Sherer, McCann-Erickson, Chicago; Winthrop Hoyt, Charles W. Kimball, and J. H. S. Ellis, of Kudner, will serve with the four officers as the operations committee. 
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Ladies’ Home Journal.......... 153.6 175.8 492.8 653.3 104,471 119,574 835,119 376,803] ¢Time ...............0000. eee 310.6 366.3 831.8 873.6 130,444 153,853 349,332 366,919 has 
——- Women’s Group: 2 ins ne ane onan enuth pape nan U. S. News & World Report ... 95.4 104.7 266.1 290.4 40,056 44,919 111,738 122,905 and | 
EEE coccccc cede cc cccese - A e . . . J . 
og ny 5 ACER aa 1 Ss & i, wa ees TT tenis bpeee en Sue mares ae 2,739.9 ny 7,200.4 7,568.5 1,592,987 1,747,494 4,145,781 4,347,724 phon 
True Love & Romance... ..... 32.7 34.4 1248 144.7 14,025 14,764 ek GREE eee eens te totale og Eee Deas See 10M. _Greep cempased of Cescentand ond Giver Geveen. treas 
True Romances ............-- 39.7 38.5 138.7 156.1 17,042 16,533 9,522 66,977 | “March-April linage. pril-May linage. ‘Four issues 1949; five issues 1948. 
Mademoiselle .................. 166.9 204.5 661.4 711.8 71,620 87,730 240,896 305,288 
nin cp stineuceassoos 89.8 105.5 305.3 358.3 61,058 71,747 207,584 243,650 ———_—— Pages, ———__—__Lines ——______, Edge 
en aera 85.9 88.5 257.9 287.1 36,855 37,968 110,623 123,155 Canadian Apr. Apr. Jan.-Apr. Jan.-Apr. Apr. Apr. Jan.-Apr. Jan. aiae. g 
Parents’ (N.Y. Metro. Edition).. 97.4 100.7 295.3 320.0 41,772 43,190 126,691 187,247 . 1949, 1948-1949 1948 1949 1948 1949 1948 Rol 
>Screenland Unit wieght Te 21.9 20.6 72.4 80.2 9,409 8,850 31,086 34,430 | Canadian Home Journal ...... 51.3 62.5 149.0 172.6 34,898 42,478 101,318 117,288 
es Wis Few xd ceonesse’ § 24.0 22.7 93.2 90.1 10,140 9,580 39,760 38,484| Canadian Homes & Gardens ... 71.0 66.5 170.4 172.7 47,742 44,665 114,633 116,058 ern a 
NN ee aila cnt gens aoe § 135.1 101.1 425.8 383.1 91,868 68,751 289,572 260,540 | Chatelaine ........... tteeeeees 51.2 55.8 148.9 162.4 34,834 37,960 101,198 110,425 Amer 
Today’s Woman ............... 37.9 85.8 121.5 1084 16.275 15,390 52:146 46,550 | Maclean's (2 issues) .......... 76.4 81.1 218.1 244.6 51,978 55,169 148,342 165,992 Ame! 
ite cia peukaes vu 76.1 82.3 237.4 258.6 $2,655 35,818 101,757 110,954| {Mayfair .........+...0-...--s 71.8 75.8 154.8 170.6 48,269 50,920 104,088 114,626 
Vogue (2 issues)............... 185.6 202.6 753.8 983.8 117,239 128,022 476,380 590,138 | National Home ‘Monthly... .. 34.3 29.8 97.0 89.5 23,362 20,306 66,122 60,946 ; own 
Woman’s Day (Nat’l).......... 52.6 54.1 193.3 192.8 22,561 23,197 82,943 82,719 | Revue Moderne, La ........... 35.6 40.4 102.5 106.0 24,214 27,444 69,668 72,030 sociat 
. . “Seer 55.3 57.3 206.8 204.4 23,705 24,589 88,652 87,705 | Revue Populaire, La .......... 39.9 38.5 129.4 135.3 27,896 26,951 90,487 94,640 resen 
Woman’s Home Companion..... 96.1 88.1 310.8 298.9 65,369 59,905 211,384  203,186| fSamedi, Le ........ teen eens 35.5 41.4 78.2 84.4 24,876 28,983 54,744 59,059 York 
Dotel Groep ....00cesccseress 2,505.6 2,548.3 8,482.9 9,077.5 1,264,220 1,288,889 4,261,711 4,580,878| Total ee tee ee eee ee eeaes 467.0 491.8 1,248.3 1,338.1 318,069 334,876 850,595 911,064 , 
tMarch linage. 
Outdoor , Serer 
* . . ? 
American Rifleman 51.1 57.4 191.9 1928 21,982 24,640 82,357 87,016 +$¢Canadian National Weekend Newspapers (Roto Linage) 
IE ns 500095 own ees 93.9 98.9 276.7 277.6 40,267 42,423 118,708 119,110 
i cisskbeestbesscesess | Ce 41.3 75.9 80.5 42,690 41,335 75,899 80,598 P 
Fur-Fish-Game .... 23.1 27.6 91.0 106.8 9,918 11,827 39,055 45,803 | 72 5 40.7 39.0 81.4 88 ’ , 
Hunting & Fishing. . 37.0 40.8 101.0 110.7 15,873 17,544 43,367 47,510 a TESS cocccessresresecseee . . . 9 40,689 39,012 81,387 89,041 
Outdoor Life ....... TOR GS STS S811 S050 «STAB «= LGIT «101,708 | BIRRERER no oveen ence eeesoee-e = RE RRO Erte AA TEE SEA8 8.008 | 
EC ensscsnse<s 25.5 29.56 90.5 85.8 10,930 12,640 38,779 — 36,777| Star Weekly .................. 55.8 7 183.8 = 135.1 _ 52,831 =—_54,838 + =—127,162 128,382 | 
ced nia ren on tends 89.9 92.6 257.1 252.1 38,568 39,736 110,268  104,154| Total Group ................ 186.8 182.8 383.6 403.5 183,996 179,939 876,947 396,959 
ee ROT ree 398.7 434.1 1,245.8 1,262.9 171,037 186,268 534,451  542,076| ¢March linage. Cumulative totals are for January-March period. A | 
April Advertising Pages and Linage In Farm Publications 
Gasvens  ~ 
mmercial $$ | @eepeeerere ees ' 
Display, exclud- | aa MAGAZINES MONTHLIES SEMI-MONTHLIES 
ing Poultry, 
Total Agnes, In Poon Total Aoi, In ine as and 1949 
an.- an.- an.- an.- vestoc 
Apel Aes! Ags! fle” «an Bass Bas Bas oes” 1048 wm geal 
1949 1948 1949 19 
‘ MAR. e294 3 
Farm Magazines 56% 656 
Capper’s Farmer ..... 65.3 60.3 281.4 229.5 44,422 41,001 157,350 156,073 42,750 39,124 1948 
Country Gentleman ... 130.9 124.6 452.0 417.7 89,039 84,711 307,338 284,017 86,016 82,398 APRIL $/3,23¢4 
Farm Journal ........ 122.7 120.3 427.1 425.5 652,573 51,630 183,135 182,550 50,181 49,154 
Progressive Farmer: t A 
Carolina-Va. Edition. ‘88.3 92.2 $21.4 323.6 64,815 67,131 234,064 235,568 59,738 62,607 WEEKLIES DAILIES 
Ga.-Ala.-Fla. Edition 86.2 89.8 322.5 311.8 62,756 65,395 234,782 226,984 58,517 61,047 
Ky.-Tenn.-W. Va. 
wetiten “aK 85.2 85.8 313.5 301.4 62,088 62,487 228,242 262,022 57,694 58,008 MARES) // 4, 3/8 MAR. FIST] 266,074 i iaeii 
88.- -- AIK. - 
DE ach veckces 86.0 85.2 $10.2 296.1 62,600 62,015 225,760 215,495 57,619 57,875 
Texas Edition ...... 91.6 89.4 330.4 325.4 66,709 65,051 240,576 236,896 61,572 59,445 Fes Fo] 97 707 ree. Rd 227 3973 MAR. | G4, 5/8 1 
oe ee - wae on " 
*Aver. 5 Editions... 7.5 5 . . ° . ’ » ’ A 
Southern Agriculturist. 49.5 48.7 175.2 181.0 34,661 34,112 122,658 126,742 31,723 30,788 MAR [FF (00,698 MAR. [FA 226,272 mf] 90, 689 . 
Successful Farming ... 126.9 120.7 421.9 410.0 657,115 54,332 189,827 184,488 55,649 52,636 
Total Group ....... 932.6 917.0 3,305.6 3,222.0 596,228 687,865 2,123,727 2,110,835 561,459 552,527 , eee 
urrent Mont 
Mon th] ies Commercial 
—— Leaders’ ? Display, exclud- 
SP siedéwahcheed 23.1 25.8 112.9 109.9 4,586 4,963 22,127 21,553 4,536 4,963 - ; ing Poultry, 
American Fruit 29.8 38.3 146.2 169.1 12,689 16,344 62,306 72,356 12,441 15,981 pee eregie Z "te- _ re 2 “<. - Livestock ‘ac 
a. UT . . . . , , , , , , April April April April April April April _— April _In Lines NAME 
Nemamels 1949 1948 1949 1948 1949 1948 , 1949 1948 1949 1948 
Eastern Edition .... 43.9 46.4 226.7 223.9 18,867 19,892 97,301 96,072 18,320 11,870] Better Fruit .......... 17.8 20.9 . 813 91.3 7,492 8,810 34,101 38,350 7,492 8,810 FIRM 
Central Edition .... 36.2 39.6 186.9 192.7 15,512 16,998 80,158 82,720 10,566 11,104| Breeder’s Gazette ..... 21.7 25.2 91.8 92.6 9,772 11,350 41,113 41,706 7,680 8,301 
Western Edition . 29.9 32.9 155.0 161.9 12,834 14,095 66,497 69,469 9,437  9,714| California Citrograph . 28.4 29.9 108.2 105.8 19,096 20,076 72,548 70,980 18,886 19,754 CITY 
*In all 3 Editions. 28.7 31.5 141.7 149.9 12,292 13,524 60,738 64,381 8,991 9,314| *California Grange City. 
Arkansas Farmer .... 10.4 12.0 45.1 46.6 7,858 9,092 34,044 35,281 7,274 8,117 DE 4chiensescns 32.1 288 —— —— 384,762 31,200 34,468 30,856 — 
Better Farming Cattleman, The ...... 81.7 73.5 404.8 382.6 34,324 30,870 170,102 160,719 21,315 19,838 
wr 36.0 39.8 144.8 181.9 15,448 16,869 62,104 656,573 15,448  16,869| Electricity on the Farm 16.4 23.1 63.5 76.5 65,847 8,247 22,595 27,312 65,847 8,247 *Trade 
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Advertising Age, April 18, 1949 


os Pgh Gia se Racin he cite at 


Current Month Current Month 
Commercial Commercial 
een, Saeed ong: cara 
ing Fouitry, ing oultry, 
Total Advertising, In Pages Total Advertising. In Line ened and Total Advertising, In bs -4 Total com - In ~~ Classified and 
an.- an.- an.- an.- ivestoc an.- an.- an.- an.- Livestock 
April April April April April April April April In Lines Mar. Mar. Mar. Mar. Mar. Mar. Mar. Mar. In Lines 
1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 
Farm and Ranch...... 41.7 44.1 170.3 166.8 29,258 30,875 119,611 116,901 25,940  26,230| Pennsylvania Farmer . 55.9 46.2 163.8 149.2 42,950 35,499 125,673 114,543 36,169 30,509 
Farmer-Stockman 41.7 32.6 150.9 135.1 31,664 24,757 114,455 102,401 28,614 22,745| Prairie Farmer ...... 84.9 75.2 225.5 217.4 61,825 54,734 164,195 158,277 51,260 44,924 
Florida Grower ...... - 20.5 27.1 80.6 91.6 13,919 18,481 54,555 62,258 13,304 17,751| Utah Farmer ......... 40.9 89.1 115.5 113.2 29,782 29,579 84,157 85,681 27,501 27,706 
tIdaho Granger ...... 12.7 8.4 29.7 24.9 13,818 9,079 82,277 26,915 13,720 9,058 Wallaces’ Farmer & ine, due salle, aaa ic cn i. ; 
lowa Home owa Homestead .... x id 9 12. 1 58,994 188,225 166,724 64,715 63,289 
Farm Register ...... 25.4 21.8 98.6 81.6 27,085 23,233 105,141 87,064 26,343  23,233| Washington Farmer .. 55.7 53.3 139.3 135.8 42,097 40,381 105,290 102,716 38,902 38,432 
Kentucky Farmer ..... 25.2 25.2 94.6 97.8 19,721 19,784 74,128 76,695 16,983 15,955 | Western Farm Life... 40.4 39.1 116.2 105.4 31,681 30,661 91,073 82.682 29,188 27.145 
Michigan Farm News. . 2.8 2.0 9.0 7.8 6,452 4,840 20,974 18,507 6,312 4,690 “Herdsman Edition .. 15.1 16.2 139.9 154.6 11,870 12,723 109,725 121,243 2,299 2,914 
National Live Stock isconsin 
Producer ........... 6.0 8.6 42.2 44.2 4,831 6,278 80,741 32,267 4,071 5,495] Agriculturist ....... 70.5 58.0 181.9 158.2 55,264 45,402 142,559 123,943 51,477 41,756 
{Nation's Agriculture. 10.7 9.4 30.0 27.4 4,814 4,219 13,472 12,335 4,814 4,219] ‘Total Group ........ 1,321.6 1,206.7 3,536.3 3,305.8 992,981 898,803 2,654,658 2,479,842 876,239 784,250 
ew Jersey arm an 
i Se orgs 48.0 48.2 196.4 177.9 21,605 21,714 88,438 80,144 17,018 18,874] Rj- ies—. 
Pacific Poultryman ... 37.6 28.4 158.2 146.2 16,140 12,204 67,900 62,736 9,058 6,559 Bi Weeklie March 
Poultry Tribune: California Farmer: , 
Eastern Edition .... 56.6 51.3 265.2 253.8 24,263 22,327 113,731 109,239 16,245 18,378| Northern Edition .. 60.6 60.6 168.8 182.9 45,792 45,795 127,618 138,317 41,799 40,767 
Central Edition ..... 48.2 42.8 226.4 226.2 20,687 18,364 97,128 97,041 15,388 12,570| Southern Edition .... 57.6 60.2 162.3 176.2 43,495 45,585 122,690 133,275 39,502 40,339 
Western Edition .... 42.2 38.5 195.8 187.8 18,086 16,511 83,782 80,286 14,571 11,909] Dairyman’s League 
*In all 3 Editions... . 39.1 35.2 176.0 167.0 ss is 16.508 71.607 13,352 10,926 NEWS .....-eeeeeees 11.2 8.9 27.5 26.5 8,125 6,485 19,983 19,344 6,502 5,372 
Rural Gravure ........ 4.1 3.3 191 12.7 4,10 ‘ 9,1 12,74 4,102 3,332] Total Group ....... 129.4 129.7 358.6 385.6 97,402 97,81 . . 
Southern Farmer ..... 8.2 14.8 40.8 54.0 9,089 11,859 44,975 43,368 7,749 9,677 * ; ° 6 270,286 200,936 87,808 86,478 
Southern Planter ...... 31.8 37.7 141.9 153.4 22,268 26,393 99,298 107,344 20,463 24,011| Weeklies—March . 
Western Dairy Journal 48.9 46.2 167.7 175.7 20,5388 19,432 70,465 73,905 9,588 8,302 : 
Western Livestock inn ‘ng Ue a, ae eels a ae Conger’ . Weekly seeee 10.0 10.5 81.8 81.7 22,460 23,559 70,180 71,020 14,466 14,816 
ht Scns akuaod t ¥ , , J , . ; x ,535 
tWeoming Stockman- UP GU oo nvccvces 37.3 31.38 124.9 73.7 91,854 17,189 213,682 181,534 68,794 53,979 
BEI i bv iscvcaees 11.0 7.3 29.9 22.0 9,898 6,552 26,824 19,698 6,790 __5,712| Total Group ........ 47.3 41.8 156.2 105.4 114,314 100,698 283,862 252,554 83,260 68,295 
Total Group ........ 986.1 988.5 4,345.8 4,278.6 518.791 513,234 2,228,705 2,166,087 410,220 400,753 on 
Current Month Dailies March 
Commercial Chicago Daily Drovers 
Display, exclud- seer a, ses). ae 31.6 24.9 87.5 78.5 67,285 52,965 186,248 166,946 38,488 28,666 
. ing ou ry, ansas ity y 
Total Advertising, In Pages Total Advertising In Lines | Classified and - Drovers Telegram .. 40.5 30.7 104.1 99.6 86,193 65,235 221,600 211,915 652,135 36,347 
an.- an.- an.- n.- vestoc maha Vaily Journal- 
Mar. Mar. Mar. Mar. Mar. Mar. Mar. Mar. In Lines Stockman .......... 32.6 31.5 104.8 112.4 69,360 67,132 223,009 239,234 43,284 46,359 
1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 | St. Louis Daily Live sla Aaa os 
‘ Stock Reporter ..... r x 6 55.2 43,286 40,940 185,398 117,427 28,244 27,268 
Semi-Monthly—March 20.3 19.2 _ 63.6 286 , , ; 
American Agricuiturist 36.5 38.1 103.1 104.7 26,577 27,709 75,110 76,194 23,147 24,288| Total Group ........ 125.0 106.3 360.0 345.7 266,074 226,272 766,255 735,522 162,101 138,640 
Colorado Rancher and me tee otitis alco carrie ail Henge carviod in Western form Uifa, Tiletch lence Smaamen sdition only, Thi 
iL ohtin Vac eed< 36.4 27.9 90.1 79.0 27,541 21,088 8,08 59,713 23,525 17,268 ition also carr age n m e. arch linage. 
Pa. Digest .... 15.5 19.0 70.0 84.2 3,255 3,990 14,700 17,592 3,255 3,990 
@Dakota Farmer ...... 80.6 70.0 203.4 177.5 63,216 53,096 180,568 137,024 58,186 48,498 Canadian 
Farmer, The ......... 85.2 73.6 221.5 195.7 66,816 57, , 496 57,1 46,875 | +canadian Countryman 48.7 46.3 121.2 123.6 34,124 $82,444 84,881 86.57 
d‘s Dairyman .... 47.7 50.8 145.7 149.6 34,733 36,982 106,088 108,875 29,020 31,001 Y : ? . ’ ‘ . ‘575 = 26,971 25,807 
hae... 57.8 62.8 146.1 187.8 48,308 39,909 110,479 104,165 40,113 38,010 Fe mw My ne Ay 54.2 65.5 174.0 170.8 88,988 39,950 125,274 122,942 38,988 39,950 
Indi F r’s : ° 
i ide priey seiner P 32.3 a45 By By on.804 ple od aes Hey = ease page Bester Baition eee 119.7 94.6 279.8 230.8 119,674 94,627 279,349 230,777 87,071 64.412 
) 5 . . . ’ ’ ’ ’ o4, ° sa , , 
inn ta ..... 67.1 68.2 158.5 121.6 43,866 40,879 121,688 108,769 86,647 34,681 ae — 102.2 80.0 243.2 199.1 102,195 80,049 243,259 199,194 80,122 60,351 
>Mi i Farmer .... 6.7 7.8 20.6. 23.9 5,09 ’ 15,653 18,582 4,622 65,519 : 
M lissouri Farmes tees Ss = Be ae 20.9 i 21.838 88 ai i t00 2 1 Sheer pee Aiggega at’ 30.6 27.7 95.1 85.2 22,047 19,975 68,503 61,353 20,886 18,988 
Montana Farmer ..... 58.2 56.4 159.6 145.2 44 9,91 019 32,280 | "Home Magazine 53.8 50.1 132.2 117.8 37,298 35,164 92,484 82,588 30 
] gt ’ : i ! i 35, . 169 29, 
Nebraske, Farmer uses 89.5 81.7 234.4 218.9 67,671 61,736 177,129 165,495 57,357 52,504 | parmer's Magazine ‘I gilt 489 1258 1895 261384 30764 7BI2aoetoce | ae'dee oo.aes 
ew Englan tFree Press Prairie 
H A 53.2 47.4 126.6 129.4 27,822 24,328 79,231 81,699 27,822 24,328 
Ohio Farmer ........ 68.2 57.1 173.7 154.5 52,384 43,871 133,408 118,606 46,003 38,996 | ..RSTMEF as - sees sees 132 Te lene trie UBO.541 157,726 410,920 376,020 96,504 78,298 
Geegen Parmer 56.4 52.2 140.6 134.6 42,630 39,425 106,284 101,687 39,435 37.526 | | Western Producer .. 87.2 _ 67.8 180.9 174.3 _ 98,205 72,564 195,282 186,591 45,150 _ 37,377 
poe ae lil S . . ; ' Total Group ..... --+ 694.1 606.1 1,724.9 1,575.4 654,546 663,263 1,587,076 1,445,096 450,976 376,790 
re ims 13.9 12.2 41.7 37.4 14,9388 13,258 44,896 40,460 14,988 13,258 tMarch linage. ‘Five issues both years. *Five issues 1949; four issues 1948. 


PR Group Elects Officers 


Edward C. Portman, head of 
Lunke-Portman & Associates, San 
Francisco, has been elected pres- 
ident of the San Francisco Bay 
Area chapter of the Public Rela- 
tions Society of America. Brooks 
Darlington, secretary of Public 
Relations Institute of the West, 
has been named vice-president, 
and Robert D. Ross, Pacific Tele- 
phone & Telegraph Co., secretary- 
treasurer. 


Edgell Opens Own Firm 


Robert L. Edgell, formerly east- 
ern advertising manager of Young 
America and Telenews-Young 
America Films, has opened his 
own office, Robert Edgell & As- 
sociates, publishers’ sales rep- 
resentative, at 19 E. 48th St., New 
York. 


Standard Oil Promotes Two 


Milton A. Dixon, manager of the 
lubricating bulk sales department, 
has been named manager of the 
lubricating and industrial sales de- 
partment of Standard Oil Co. (In- 
diana), Chicago. He succeeds the 
late Harry J. Saladin. John M. 
Gower, assistant manager of the 
lubricating bulk sales department, 
has been appointed manager, suc- 
ceeding Mr. Dixon. 


Lalley Joins Princeton 


John B. Lalley, former staff as- 
sistant to the director of adver- 
tising at RCA Victor, Camden, N. 
J., has been appointed director of 
public relations of the Princeton 
Film Center, Princeton, N. J. He 
will be in charge of advertising, 
sales promotion and publicity for 
the center. 


EAST KIBBY STREET LIMA, 


() We are interested in a quantity of 
C) We are interested in a quantity of 


Sa es , ae 14.6%** 


ADVERTISING IS 5 TIMES AS EFFECTIVE 
WHEN YOU USE 


SIGNS 


Certified 999/1000 perfect over a period of 
years. Used by America’ 


Antkraft’ SIGN COMPANY 


Division of Antkraf~t * Manviacturing Corporation 


[) Please send, without obligation, details on Artkraft* signs and instructions 
on how to set up a successful dealer sign program. 


s leading merchandisers. 


OHIO, U.S.A. 


outdoor dealer neon signs. 
Porcel-M-Bos'd store front signs. 
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*Trademark Reg. U. $. Pat. Off. 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 
**Proved by actual audited research 


Edison Launches Ad 
Drive on New Disc 
Dictating Machine 


Boston—Thomas A. Edison Co., 
maker of the cylindrical Edison 
Voicewriter dictating machine, has 
brought out a Disc Edison Voice- 
writer and is promoting it in con- 
sumer and trade publications. 

Copy prepared by James Thomas 
Chirurg Co. points to an “ear- 
tuned jewel action” in the disc- 
type machine. It also points out 
that Edison is the only company 
in the field that makes both cy- 
lindrical and disc dictating ma- 
chines and claims that therefore 
it is the only one able to recom- 
mend one or the other type with 
impartiality. 

Ads do not claim that the new 
Voicewriter reproduces a speaker’s 
voice faithfully in all respects but 
states that “No other instrument 
matches Edison understandabil- 
> Pe 

Full-page ads will run in Busi- 
ness Week, Fortune, Newsweek 
and Time to reach top executives 
and in Glamour to reach stenog- 
raphers. Trade ads will appear in 
American Business, Banking, 
Best’s Insurance News, Control- 
ler, Credit and Financial Manage- 
ment, Office and Purchasing, as 
well as in publications reaching 
the hospital, school and _ utility 
fields. 


Thor Starts Spring Drive 


Thor Corp. this spring will run 
two-color full-page and smaller 
ads on its washers and Gladiron 
ironer in Better Homes & Gardens, 
Farm Journal, Good Housekeep- 
ing, McCall’s, Parade, This Week 
Magazine and Woman’s Day. Co- 
op newspaper ads are also being 
used. Earle Ludgin & Co. is the 
agency. 


KNBH Appoints de Sousa 


Robert de Sousa, formerly a 
radio and television salesman in 
Los Angeles for Westinghouse 
Electric Co., has joined the west- 
ern division of National Broad- 
casting Co. as a time salesman for 
'KNBH, NBC television station in 


Stromberg-Carlson Ups Bon 


Charles H. C. Bon, who formerly 
covered Central and South Amer- 
ica for Stromberg-Carlson Co., 
Rochester, has been named export 
sales manager of the company. 


Appoints Frisbie 


Robert T. Frisbie Jr. has been 
appointed sales manager of the 
machine tool division of New 
— Machine Co., New Britain, 

onn 


| Hollywood. 


FOOD ... 


kindred products add 
$15,000,000 


annually to the 
buying power of 
the ‘‘Money Town” 
of the South. 


Reach this prosperous 
market through two 
great newspapers. 


Nashville Chamber of 
Commerce figures. 


The Nashville Tennessean 


Morning » Sunday 


Newspaper Printing Corporation, Agent 
represented by the Branham Company 


IN PANS ELV AL LAINES 


The “MONEY TOWN” of the South 
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sentation from their national rep- 
resentatives. 

For specialized stations, a pro- 
posed solution would be coop- 


. a 
Solo Stations 
_ 
ti tati i j 
Promotion Costs — |:tsvc. representation in major 


ts tions, for example, would share 


May Be Shar ed the expenses of a representative 


who would sell all foreign language 
markets. Classical music stations 

Independents at NAB 

Voice Dissatisfaction 


would also set up offices and 
hire representatives to tell the 
with National Reps 


story of the specialized market 
they serve. 


# Plans will remain in the forma- 
tive stage for some time. The 
committee to study the situation 
probably will take several months 
to gather data, and months more to 
get general approval from the in- 
. : dependents. 

ce NAB Meeting However, it was obvious that 
: unaffiliated stations are dissatis- 
ing and buying of specialized in-|fied with their national repre- 


Cuicaco—With enthusiastic ap- 
plause, representatives of unaf- 
filiated stations last week approved 
the appointment of a committee by 
NAB to study the promotional sell- 


dependent stations. 

At an earlier “plain talk” ses- 
sion of the non-affiliates, panel 
members had agreed with Patt Mc- 
Donald of WHHM, Memphis, that 
75% of the independent stations 
are not getting adequate repre- 


sentatives and that, “unless in- 
dependents cease being a set of 
call letters on somebody’s list,” 
they intend to inaugurate their 
own co-op representative organiza- 
tion with offices in major markets. 

Another proposal, received fa- 


ALLEN-KLAPP CO. 


"THE GOLD RUSH OF 49” 


A century ago it was California. 


Advertisers strike it rich 
when they go prospecting 
in Indiana’s 


100% merchandising cooperation in an ideal test market 


The News-Sentinel 


Fort Wayne, Indiana 
NEW YORK 


This ‘49 it's Fort Wayne. 


“Golden Zone” of 
per family buying power. 


CHICAGO DETROIT 


vorably, was for stations of sim- 
ilar power in similar-size mar- 
kets to join on the same cooperative 
basis. Mr. McDonald commented 
that several stations already are 
working on such a_ program. 
Growth of television was seen by 
some as a stimulant to specialized 
programming. 


s As for programming, Ted Cott 
of WNEW, who sparked this first 
unaffiliated station session to be 
held at an NAB meeting, served 
notice on the Advertising Council 
and various “causes” that the in- 
dependent stations want better 
material. 

“Independent stations are not 
going to be a trolley line for pub- 
lic service spot announcements 
while the networks get the big 
name stars. We intend to go out 
and get programs that will help 
the stations as well as the ‘causes,’ ” 
Mr. Cott declared. 

As the station delegates ap- 
plauded Mr. Cott, a Treasury De- 
partment representative announced 
that the department will soon 
make available an open-end show 
which can be sold to local spon- 
sors. 

Sidney Roslow, director of 
Pulse, Int., offered independents 
encouragement in their future op- 
erations with survey data showing 
steadily increasing metropolitan 
radio listenership. 


m The charts presented by Dr. 
Roslow also showed steady declines 
in network station listenership and 
corresponding gains in independent 
station audiences. New York 
sports stations, he said, tend to 
show listener gains while music 
stations hold their own. 

In addition, he also presented 
data showing a small gain in the 
average quarter-hour rating of in- 
dependent stations in New York, 


from April, 1948, to the present, 


There’s a market ir 


what's the percentage 
when right in your 
own yard WSIX can 
hand you the stable 
Nashville market 
where 1,321,400 people 
spend $654,888,000 
yearly in retail stores. 
WSIX’s 60 BMB counties 
mean coverage plus 
in this 5l-county 
retail trade area. 

So plan for more sales 
now via WSIX! 


and WSIX-FM 


ABC AFFILIATE * 5000 W 


National Representative: 


* 980 KC 
* 71,000 W + 97.5 MC 
THE KATZ AGENCY, INC. 


Advertising Age, April 18, 1949 
MARCH SALES OF CHAIN STORES 


—— Mareh——_—_.% rm eae nths———_—_, % Gain 


tTwo month period. tEight month period. 


1949 1948 or Loss 949 1948 or Loss 

Food Chains 
es ae $ 12, 577 274 $ 11,324,610 411.0 $ 37,603,856 $ 33,687,440 +1 
Kroger Co. ........ 4,600,071 62,796,177 + 3.0 190,380,906 183,395,066 + 
National Tea ...... 21 279,653 20,892,169 +. 1.9 62,847,759 62,556,608 + 
Safeway ........... 87,275,371 94,162,095 — 7.3 261,034,512  276.404.359 —— 

Group Total ..... $185,732,369 $189,175,051 — 1.8 $ 551,867,033 $ 556,043,473 — 0. 
Mail Order 
tSears, Roebuck .. .$169,512,686 $194,524,479 —12.9 $ 297,852,704 $ 334,468,571 —10.9 
GD db cs veces se 11,035,702 12,832,408 —14.0 25,460,878 27,826,424 — 8.5 
tMontgomery Ward. 89,178,906 107,102,599 —16.7 157,495,347 182,733,936 —13.8 

Group Total ..... $269,727,294 $314,459,486 —14.2 $ 480,808,929 $ 545,028,931 —11.8 
Drug Chains 
Walgreen .......... $ 13,303,351 $ 13,353,798 — 4.0 $ 38,955,702 $ 38,741,802 +4 0.5 

Group Total ..... $ 13,303,351 $ 13,353,798 — 4.0 $ 38,955,702 $ 38,741,802 + 0.5 
Variety and Miscellaneous 
Beck, A. S. Shoe...$ 3,648,347 $ 4,759,625 —23.4$ 8,359,479 $ 9,574,217 —12.7 
Bond Stores ....... 8,057,489 8,102,395 — 0.5 19,360,360 18,603,316 + 4.1 
Butler Bros. ....... 11,241,553 13,943,515 —19.3 29,913,299 36,612,688 —18.3 
Consolidated Retail 

TL, i. cuca 3,117,819 3,406,803 — 8.4 7,729,804 7,839,379 — 1.3 
tDiana Stores Corp. 1,406,944 1,558,551 — 9.7 12,070,435 10,398,223 - +.16.1 
Edison Bros. ...... 6,250,845 8,296,888 —24.6 15,194,066 17,037,324 —10.8 
Gamble-Skogmo 11,623,400 12,487,490 — 6.9 26,935,600 30,899,570 —12.9 
Grant, W. T........ 16,484,196 18,661,204 —11.6 41,731,025 43,724,149 — 4.5 
Grayson-Robinson 6,926,065 7,006,452 — 1.1 16,512,007 14,501,523 +13.8 
tp Sere 6,793,166 8,107,195 —16.2 12,575,712 13,691,873 — 8.2 
Kinney, G. R. Co 2,301,000 3,242,000 —29.0 5,750,000 6,346,000 — 9.4 
Kresge, S. S........ 20,419,395 24,423,479 —16.4 55,505,026 59,344,175 — 6.5 
Lane Bryant, Inc... 5,216,374 5,450,747 — 4.3 12,360,262 12,828,821 — 3.7 
McCrory .......... 7,318,857 8,514,977 —14.1 19,501,234 20,429,944 — 4.6 
tMcLellan Stores .. 3,601,257 4,399,089 —18.1 6,866,902 7,538,916 — 8.9 
Melville Shoe Corp.. 6,209,637 9,039,076 —31.2 14,056,353 16,279,047 —13.7 
tMercantile Stores.. 8,921,800 9,779,300 — 9.0 16,028,600 17,031,500 — 5.9 
tMiller-Wohl Co. .. 2,744,518 2,914,233 — 5.8 22,812,091 18,561,939 +22.9 
Murphy, G. C....... 9,766,276 10,899,401 +10.4 27,085,849 26,942,902 + 0.5 
Neisner Bros. ...... 4,256,931 4,882,987 —12.8 10,954,783 11,163,265 — 1.9 
Penney, J. C........ 61,850,608 65,882,257 — 6.1 159,482,456 158,682,124 + 0.5 
Western Auto ..... 8,769,000 9.137.000 — 4.0 22,604,000 23,658,000 — 4.5 
Woolworth, F. W... 44,622,549 52,331,601 —14.7 123,835,052 132,786,255 — 6.7 

Group Total ..... $261,548,026 $297,226,265 —12.0 $ 687,224,395 $ 71 — 32 

Combined Total . .$730,311,040 $814,214,600 —10.3 $1,758,856,059 $1, 854. 288° 108 oo 52 


in homes which had television 
sets. 

Maurice Mitchell, NAB director 
of broadcast advertising, advised 
the unaffiliated stations to look 
at the matchbook covers and post- 
ers in their markets. According to 
Mr. Mitchell, the salesman who 
learns to ask himself why he has 
missed the advertiser who has 
bought match cover and poster 
space, has learned how to augment 
his sales. 

Lee Hart, Mr. Mitchell’s assistant, 
listed five techniques for selling 
time. These include getting the 
advertiser to promote strong items, 
to beam his ads to the proper po- 
tential customers, to insist that 
strong departments be featured 
consistently, to concentrate on 
spoken salesmanship and to co- 
ordinate the radio advertising with 
in-store merchandising and other 
media. 


Appoint Bolling Co. 


Bolling Co., radio and television 
station representative, has been 
appointed to handle WANE, Fort 
Wayne, Ind., a new CBS affiliate, 
and WTHI, Terre Haute, Ind., an 
ABC affiliate that switches to CBS 
on Sept. 23. 


Industrial Marketers Elect 


Robert D. Towne, W. L. Towne 
Advertising Agency, has been 
elected president of the Eastern 
Industrial Advertisers Association, 
NIAA’s New York chapter. Also 
elected were: 
Kenyon & Eckhardt, Ist vice- 
president; Harry W. Smith, head 
of the publicity firm bearing his 
name, 2nd vice-president, and Sid- 
ney E. McCrum, advertising man- 
ager, Wickwire-Spencer steel di- 
vision, Colorado Fuel & Iron, sec- 
retary-treasurer. All will serve for 
two years. 


Tee-Off Appoints Witt 


Tee-Off, Inc., New York, manu- 
facturer of Golf-Eze men’s slacks, 
has appointed Lue H. Witt Adver- 
tising, New York, to handle its 
advertising. Gloria F. Sobelman, 
formerly with Shaw-Shon Adver- 
tising, New York, has joined the 
Witt agency as art director and 
fashion coordinator of the tele- 
vision department. 


Babijuice Appoints Dowd 


Babijuice Corp. of Massachu- 
setts has appointed John C. Dowd, 
Inc., Boston, to direct its adver- 
tising. A newspaper campaign pro- 
moting Babijuice oranges has been 
launched in Boston newspapers. 


duotone or full-color process. 


\ “AMONG OUR CLIENTS 


. Montgomery Ward 
Sears Roebuck 
- Caterpitiar Tractor 


Roche, Willioms:& 


TO ENABLE YOU TO SPOT-TEST NEW 


MARKETS, OR TO GET THE ADVANTAGE OF COLOR 
PRINTING IN SMALL JOBS WE SPECIALIZE IN 


pnts LCOS 
dh lining E2 


By using the photogelatine process, which we have brought to a 
high degree of perfection, we can give you runs of as few as 100 
copies, in any size up to 40” x 60” 
For purposes of price illustration: 
Where photographic enlargements would cost $8 to $10 each, our 
prices will run 35¢ to $2 depending on quantity. 


% Tully Wlapnificernd’ 
ede ds 


Our screenless, dotless process is the near- 
est approach to photography. Just give us 
your negotive or kodachrome or any art 
work (4” x 6” of larger) and we will come 
through with reproductions of amazing fidelity. 


FREE SAMP LES gladly mailed to you on 


request. Or, if you have a job coming up 
right now, our quotation will interest you. 


ILLINOIS ~PHOTOGRAVURE (CO. 


sheets in either monotone, 


John G. Kaspen, 


466 W. Superior St. * Chicago 10 + De. 7-6950 
Prompt service in and from 
Portland « Seattle « Los Angeles 
Kansas City « Lovisville « Chicago 
Cincinnati e Washington, D. C. 
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Transit Radio, Inc., — is en to supply FM service to bus and) KLAC-TV Names Katz 
R ii Offi Pe - Crisler was reelected | street car riders in 15 cities, and| KLAC-TV. Los 
eda igns icers utive vice-president, with] is negotiating for similar service appointed the Katz see ee 


headquarters in Cinci i ; te : 
Cuicaco—Hulbert Taft Jr. of|Frank E. aM ge som Roca in about 100 other communities. | national advertising representative. 


WKRC, Cincinnati, founder and/| national sales m paig 
» C . anager, was named | V. 
— mage . oe a to the new post of vice-president a Co Mon 
” e chairman of the/in charge of sales, with head-|treal, will launch a new campaign | i 
. . . ° 7 ~~ 
sae a the organization at an/quarters in Chicago. William| across Canada in June for Corette  MULTIG 
executive committee meeting held|O’Neil, WJW, Cleveland, was re-|>rassieres and Lady Prim girdles. | | ADDRESSING — MIMEO 


April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

April 26-28. American News- 


paper Publishers Association, Wal-|in connection with the NAB meet-| elected vice-presi id | National ; 

- , : president, and David magazines, weekend roto- ORAS: : 
ae New York. Wi Pre wae last week. C. L. Thomas| Gamble, Cincinnati attorney, was — tions, trade publica- | F oe an 
pril 29-30. National Association | Of KXOK, St. Louis, who has been | reelected secretary. been Bate oy nom ag li yr ore ET ER SHOP, Ine 

u a s ver- 431 5S. Dearborn 8t., Chicage 3. Iinois 


of Litho Clubs, annual convention, | Vice-president, was elected pres- Transit Radio now has contracts tising Co., Montreal, is th 
“9 . e agency. 


Mayflower Hotel, Washington, D. 
¢ 


May 1-2. Wisconsin Newspaper 
Advertising Managers Association, 
Hotel Schroeder, Milwaukee. 

May 2-5. Chamber of Commerce 
of the United States, 37th annual 
meeting, Washington, D. C. 

May. 6-7. Pacific Northwest 
Newspaper Advertising Executives, 
spring meeting, Multnomah Hotel, 
Portland, Ore. 

May 10-12. International Coun- 
cil of Industrial Editors, eighth 
annual convention, King Edward 
Hotel, Toronto. 

May 10-13. American Manage- 
ment Association, national con- 
ference on packaging, packing and 
shipping, and packaging exposi- 
tion, Atlantic City. 

May 10-13. Lithographers Na- 
tional Association, 44th annual 
convention, Mission Inn, Riverside, 
Cal. 

May 18-21. Associated Business 
Papers, spring meeting, the Home- 
stead, Hot Springs, Va. 

May 20-21. International Affili- 
ation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-24. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. 

June 6-7. American Marketing 
Association, mid-year conference 
Sheraton Hotel, St. Louis. 

June 12-15. National Industrial 
Advertisers Association, 27th an- 
nual conference, Hotel Statler. 
Buffalo, N. Y. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza. 


e Which Farm 


Q: Paper is it? 
A: 
@ CHECK THE IOWA 


0 a 4 £ >? + 
’ hi Gag Prg be 


depended on most by farm 
homemakers for information on 


Cincinnati. 

June 26-29. Newspaper Adver- ) 
tising Executives Association Re RECIPES AND 
summer meeting, Hotel Roosevelt g Poe AMG MEAL PLANNING 
New Orleans. - Lace See 8 13.7% § 

June 26-30. Advertising Asso 3 yYititty 
ciation of the West, 46th annua ZG 8.9% 7 a 


convention, Hotel Vancouver, Van- 
couver, B. C. 
Sept. 11-15. Advertising Spec- 


ialty National Association, 46th L WALLACEs’ thenetine me. — 
annual convention and trade show, ee cee er ye 
Palmer House, Chicago. ee ee ee ee 
Sept. 21-23. Direct Mail Adver- ! 
tising Association, annual con- INFOR MATIVE! FACTUAL! UNBIASED When lows detmare and thelr wives nocd an ee 
home-making information, they turn to their own state farm 


ference, Congress Hotel, Chicago. 
Oct. 17-18. Inland Daily Press 


(iF ae Y ows Copy ¢ paper—Wallaces’ Farmer and Jowa Homestead. This is what 


Association, annual meeting, Con- . . 
gress Hotel, Chicago. pore thon 100 pogesot ona you Il decide when you read the facts uncovered through a 

Oct. 19-22. Financial Public || 10 your questions ob" What disinterested survey conducted by the Statistical Laboratory 
Relations Association, 34th annual farm men OD od? Whot of Iowa State College 
convention, Edgewater Beach Ho- INFARMATION papers do they reece ge. 

tion, Flbas:! jo stations do they listeo® See how Wallaces’ F 
tel, Chicago. oy eretes of informe ow Wallaces’ Farmer and Iowa Homestead ranks 
do they prefer? A gold beer = when compared with the best of farm magazines, the 
Henente Mining Sales Up tacts pal on ee men best of women’s magazines, the best of newspapers. 
e . P 8 

ol “7 ms Raaing S =. Po ap v onyone interested int To advertisers, this means one thing. If you want your 
Seer Advertising Co., a yausau, farm market. message displayed where Iowa farmers do their reading and 
ied = y 9 da Fae go Ly aah TI 0 N / their buying—there’s only one place—in the thoroughly read 
nesota Mining subsidiary, has re- FAR A ¢ pages of Wallaces’ Farmer and Iowa Homestead. 
— = = $108,246,410 in 1948, , 
an all-time high. Net income after 


taxes was $13,234,756, equal to 


12.2% of sales compared with : 

11.5% in 1947. : cae / CON ee a ete 

Kroger Appoints Moran = a ac and 
John R. Moran, on the advertis- shies — 


ing staff, has been named assistant 
in charge of radio advertising of 
Kroger Co., Cincinnati, succeeding 
Helen Kennedy Fiege, who re- 
signed to become secretary-trea- 
surer of Applegate & Mohs Co., 
Cincinnati, sheet metal fabricator. 
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| a sharp reflection of NBC Television 
reveals more network advertisers, 
more top-rated programs, 
and far more sponsored hours 


than any other television network. 
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No. 3287. Retail Advertising Ser- 
vice for Newspapers. 

How manufacturers of many na- 
tionally advertised products are 
promoting maximum use of their 
dealer advertising is illustrated in 
a 12x14” brochure being issued 
twice a year by Merchants Matrix 
Cut Syndicate. It shows how Bige- 
low-Sanford, Maytag, Kraft Foods, 
Delta Mfg. Co. and many others 
are working with newspapers to 
get greater advertising support for 
their products by local merchants. 
Actual dealer mats used by these 
companies are shown. 


No. 3288. The New Star in the 
College Market. 

Sport, a Macfadden publication, 
has issued this report on a survey 
of its readership in eight important 
colleges and universities in various 
sections of the country. It tabu- 
lates per cent of regular readers 
in each college; how students se- 
cure their copies of the magazine, 
and a projection showing coverage 
for Sport in each university. 


No. 3289. It’s a Small World. 

It’s the KMOX-mid-America 
world this brochure talks about, 
reporting that the more you look 
at it the bigger it gets. Illustrated 
with cartoon decorations and pic- 
torial area maps, the brochure 
gives some solid facts about the 
St. Louis station’s 70-county terri- 
tory—its people, industries, agri- 
culture, purchasing power and 
listenership. 


No. 3290. The Golfing Activity of 
Time Subscribers. 


Time subscribers’ family and 


for Advertisers 


individual golfing activity, the age 
and sex of players, where they | 


play, frequency of their playing, 
and equipment they use and pre- 
fer are reported in this folder, 
which tabulates results of a survey 
made last October. 


No. 3291. Circulation Analysis— 
Market Report No. 106. 
Puck—the Comic Weekly has 

published this detailed state and 
county circulation analysis in 1,294 
key cities of 10,000 or more popu- 
lation. The tabulation includes 
number of families, Puck circula- 
tion, and the circulation of six 
other national magazines. 


No. 3270. Firearms and Ammuni- 
tion—Use and Brand Prefer- 
ence. 

The necessity to rid farms of 
predatory pests makes a rifle or 
shotgun a tool rather than sports 
equipment, this booklet points out, 
showing the results of a Capper’s 
Farmer survey of its subscribers’ 
ownership and use of guns and 
ammunition. The study shows that 
3,172,000 firearms are used in sub- 
scriber homes—2,369 guns per l,- 
000 households—and $16,000,000 
is approximately the annual am- 
munition bill. The report tabulates 
family ownership, plans to buy, 
seasons in which firearms are used 
and many other details. 


No. 3281. Annual Report to Ad- 
vertisers. 

Parents’ Magazine’s annual re- 
port for 1948 shows advertising 
revenues and circulation at all- 
time highs. The report tabulates 
1948 advertisers in eight classifi- 
cations, showing products adver- 
tised, total years the advertiser 
has used Parents’, and total adver- 
tisements through 1948. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Ill. 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 
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| ADDRESS 


SALES DEPARTMENT 


OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 
profitable to you: A man with certain 
highly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at $9,000 
from a small agency, another at $11,000 
from a big agency . . . mighty fine div- 
idends from a $20 investment. Maybe 
this will suggest something to you— 
who knows? 


Figure bold face heads 
body face 40 per line. Box 
preceding 


HELP WANTED 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personneil 
209 S. State St., HA 7-2063, Chicago 
Advertising Representative For Chicago 
Publisher In Building Field 
Exceptional opportunity for experienced 
space salesman. Leading business paper 
now carrying large volume of advertising 
and providing an unusually large number 
of prospects offer exclusive representa- 
tion in Cleveland-Detroit-Pittsburgh ter- 
ritory to man who can qualify as top 
producer. Write fully, stating age, exper- 
ience, past and present connection in de- 
tail. Interview will be arranged. Salary 
and commission. Our sales staff know of 

this advertisement. 
Box 2408, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


MAIL ADVERTISING MANAGER 


Must be experienced in merchandising; 
coordinating advertising and sales efforts. 
Capable of managing small growing ad- 
vertising office of specialty firm. Salary 
open. 


Box 2392, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


NEED CAPABLE ASSISTANCE? 
I can ease load of busy exec. or manage 
adv. of medium size firm. College grad.- 
major mktg.-advtg. Also post grad adv. 
courses. 5 yrs. newspaper, 3 yrs. trade 
paper selling. Prefer locate Southwest 
or mid-west, 29, married, vet. Salary 
flexible if room to grow. AAA aptitude 
results and resume sent on request. 

Box 2414, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
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ARTIST — ART DIRECTOR 

Wide exper. in agency, studio, etc. Dis- 
play and exhibit design, comp and rough 
layout, illus (B-W and color), typography, 
production, graphic design. 10 yrs. exp. 
Nat’l accts. Samples and references. 

Box 2417, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


THE BEST YEARS 

are just beginning for agency executive 
whose accounts and con require ser- 
vice facilities of larger national org- 
anization. Exceptional background in 
agency administration, national sales, 
radio and public relations. Emphasis 
on ideas, work, new business and account 
service. Must have open-end opportunity 
and interesting basic salary. 

Box 2419, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
ART DIR.—LAYOUT—PROD.—COPY. 
Well-rounded exp. valuable in comb. job. 
Age 45, capable, thorough. $7200 midwest. 

Box 2420, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


Copywriter—Young Chicago Woman, U. 
Degree, Agency Background, will write 
for print or radio on part time or free 
lance basis. Can handle exacting, respon- 
sible work. 

Box 2407, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Free Lance Copy Man—with solid retail, 
mail order and agency experience has 
time to handle 2 or 3 more accounts. Can 
bail manufacturer or agency out of copy 
trouble fast. 

Box 2409, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
MO. UNIV. GRADUATE READY TO GO 
Ad major graduates in Jyne. Trained in 
layout, copy, ad sales. Want experience, 
job with future. Single, 24, go anyplace. 

Box 2410, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


NOT SEEKING “BED OF ROSES” 
Creative Art Director (layout & design) 
offers 4-A agency experience on Nat’l 
accounts for new horizons with ‘“‘wide- 
awake” future. 

Box 2391, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Art Director. Productive, imaginative. 
Roughs & comps. Finish art. Have sam- 
ples. Head of art studio at present. 

Box 2416, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


CAPABLE UNIV. OF MISSOURI 
ADVERTISING GRADUATE 


Desires job in Sales Promotion or Ad- 
vertising dept. of business or industry. 
Holds all time advertising sales record of 
Univ. of Mo. School of Journ. While 
going to school was: Distributing and 
sales agent for Restaurant Supplies; Ad- 
vertising consultant for local businesses; 
Owner-promotion-cire. mgr. of small 
monthly; Promotion-ad salesman for small 
chain of bus lines. Experience in sales; 
public relations agency. Training in Busi- 
ness Management, retailing, copy, layout, 
direct mail; vet. single. Will furnish refer- 
ences, picture and complete story. Avail- 
able after June graduation. Box 372, 
Columbia 3, Missouri. 


THIS PEN FOR HIRE 
Newspaper background, 3 years agency, 12 
as copy chief and production manager, but 
billing small, opportunity limited. College, 
grad, 28, married, children. Now making 
$5,000. Interested in something better. 

Box 2411, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


EXPERIENCED IN AD WRITING... 
and developing ideas. Career woman with 
excellent education & four years national 
& retail background desires permanent 
position with established agency. Flair 
for arresting headlines. 

Box 2413, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


SIGN-DISPLAY 
REPRESENTATIVES 
Business founded late eighties enjoying 
prominent position in industry and high 
reputation production lithographed and 
screen processed metal counter, floor 
displays, indoor and outdoor signs. 


Opportunity to become exclusive repre- 
sentative on liberal commission basis 
exists in several territories. Experience 
selling these mediums not essential but 
some similar experience, creative ability 
and successful selling record requisite 
to consideration. 


Write immediately stating age, exper- 
ience, present activity, past and present 
connections in detail. Interview will be 
arranged. Negotiations treated in strict 
confidence. 

Box 2418, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED TO RENT 


Free Lance Fashion Artist desires north 
light space in Chicago Loop area. 

Box 2421, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 

Let us act as your office. Desk space. Ad- 
dress and phone listed your name. Mes- 
sages and orders taken. Mail forwarded. 
General Office Service, 401 Georgia Sav- 
ings Bank Bldg., Atlanta, Ga. 
Clear a path through piled-up work with 
new free-lance copy visualizing service 
for advertisers and agencies. Simple... 
sensible ... economical way to beat dead- 
lines. Costs nothing ‘til you need it... 
then pays off! Write today for personal 
call in Chicago area. 

Box 2412, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Need Working Capital? 


If your agency needs better 
planning and production facili- 
ties or additional working capi- 
tal—or if you are an account 
executive with controlled bill- 
ings, you may be interested in 
this ad. 

We are a mid-west agency of 
distinguished personnel, pros- 
perous, famous for the quality 
of our work. We wish to imme- 
diately expand our operations 
by the outright cash purchase 
of other agencies. These will be 
operated, when practical, as 
branches of our company. Or, 
we will consider mutually satis- 
factory working arrangements 
with individuals who may have 
something to offer us in the 
form of additional profitable 
billings. 

You can write in the certainty 
that your confidences will be re- 
spected. 


Box 7331, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 


Do You Want the Top-Flight 
House Magazine in Your Field? 


Nationally known House Magazine 
Editor with twenty years experience 
. . now editing one of America’s 
finest prize winning House Publica- 
tions . . . has time available to edit 
and direct the designing and produc- 
ing of another top-flight House Mag- 
azine. If you are interested in pro- 
jecting the personality of your firm 
and the quality of your product 
through an outstanding Sales Maga- 
zine, it will pay you to investigate. 
For complete information write . . 
Box 7332, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 


$3.50 CAN SAVE YOU $350! 
Get fast, accurate visual control of your 
typesetting with Streamlined Copy-Fitting. 
“Worth 100 times its price!’’ users say. 
Write now for See =. 


ur B. 
551 Fifth Ave., New York 17, N. Y. 


SMALL OFFICE SPACE 


Medium sized Advertising 
Agency will have three individ- 
ual north-light offices available 
May Ist in Lincoln Tower, Chi- 
cago. Rental $100. including 
receptionist and switchboard 
service. Prefer well established 
artists. Phone Mr. Kistler, 
WhHitehall 4-7717. 


LITHOGRAPH SALESMEN 
Must be e rienced and acquainted with 
buyers of 1 megereny in Chicago or Phil- 
adelphia area. Line includes 24-sheet - 
ers, window displays, counter and car 
cards, direct mail folders, etc. Old estab- 
lished company. Drawing account ad- 
vanced against commissions. Give full 
particulars and references. Box 7325, 
ADVERTISING AGE, 100 E. Ohio St., 


Chicago 11, Ill. 


New fixture for ‘ 


EDGE-LIT SIGN 
Sample $2 postpaid 


NORTHERN LIGHT COMPANY 
2051 N. 19th, Milwaukee 


ADV AND PROMOTION MGR 
I have 14 years of diversified exper- 
ience in advertising and promotional man- 
agement and selling in industrials, con- 
sumer goods and retail. Am able to plan 
and produce your campaign and then sell 
it to your sales and distributor organ- 
ization. Can work alone or with an agency. 
Am aggressive and have ambition and a 
capacity to learn and grow. Single, 33, 
now employed. Available May Ist. 

Box 2415, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


WHAT MAKES PEOPLE BUY? 


Nationally known authority on this subject will counsel agencies, advertisers and retailers 
on how to step up sales and advertising results through better motivation of consumers. 
Will also rewrite your ads on a guaranteed improvement basis. 
7333, Advertising Age, 11 E. 47th St., New York 17, N. Y. 


Free consultation, Box 


POSTER 


ADVERTISIN 
PAINTED DISPLAYS 
5 aera re e oe 


SPECTACULAR. 
ELECTRICS 


Atlantic 


The World’s Playground 


Where a world-wide audience will 


read and absorb your message 


day and night. 


May We Serve You? 


Y The R.C Maxwell Co.Adantic CiyNJf 


Advertising Man With 
Unusual Creative Ability 
Seeks Challenging Position 


Experienced In Automotive, Household 
Appliance Merchandising 


Now employed home office large East- 
ern chain merchandising diversified lines. 
Heavy on copy and creating ideas. Ex- 
perience includes ——— reporting, 
advertising agency production manager. 
ne merchandise large corporation, re- 
tail advertising manager. Currently sin- 
gle, 34, willing to travel, will locate any- 


§| where except Chicago and New York. 


M. Sc. Northwestern Univ. Am more con- 
cerned about opportunity than salary. 
Would like to start in new position soon 
and stay a long, long time. 


Box 7334, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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Advertising Age, April 18, 1949 


Advertising Agency 
I 
ACCOUNT EXECUTIVE 


Here is the luckless guy around whom pivots 
Each frantic planet of this universe; 

He travels, fills a flush, replaces divots; 

He knows when to be voluble or terse. 

He must be scholar, financier, magician, 
Style expert, artist, writer, judge of men; 

He must know type and paper. His physician 
Must know a cure for ulcers now and then. 


At ease with big shots at a sales convention, 

He must, with small fry, keep the common touch; 
He needs a faculty for fact retention 

On cars, cosmetics, corsets, food, and such; 

With wife and children he must make a truce 
Each time the sanitarium turns him loose. 


Arthur Frederic Otis 


Willard Opens Drive 
in 24 Publications 
CLEVELAND—Willard Storage 
Battery Co., with several new 
products to promote and ready to 
meet full customer service de- 
mands, has opened its largest ad- 
vertising drive. New products are 
two radio dry batteries, a line of 
rental batteries, tractor battery, a 
fast charger and a charge tester. 
The advertising consists of sev- 
eral campaigns in different media. 
A consumer drive on Willard bat- 
teries has opened in Collier’s, Look, 
The Saturday Evening Post and 
Time and will continue in these 
each month through the 1949-50 
selling year. Copy in the full-page 
insertions goes into details of bat- 
tery construction and is generally 
of the hard-selling type. 
Willard has been an advertiser 
in farm publications for three 
decades, and this year will adver- 
tise tractor batteries in the spring 
and summer and automotive bat- 
teries in fall and winter in Coun- 
try Gentleman, Farm Journal, 
Progressive Farmer.and Success- 
ful Farming. The tractor bat- 
teries will be promoted in imple- 
ment dealer publications, also. 


# An innovation this year is use 
of eight-page inserts in five trade 
publications, Motor, Motor Age, 
Southern Automotive Journal, Su- 
per Service and Tire Review. Page 
ads on Willard’s many truck, auto, 
motorcycle, marine, airplane and 
other batteries will also appear in 
these trade papers and in Atlantic 
Fisherman, Bus Transportation, 
Commercial Car Journal, Diesel 
Power & Diesel Transportation, 
Fishing Gazette, Jobber Topics, 
Marine Engineering & Shipping 
Review, Pacific Fisherman, South- 
ern Fisherman and West Coast 
Lumberman. Export publications 
will be used, also. 

Willard’s dealer aid program is 
set forth in a “Willard Profit Plan” 
book which stresses that ‘the 


Small N. Y. Agency now in expanding 
program offers profit sharing partic- 
ipation, equal priority in services to 
young, aggressive account executive. 
All inquiries held in strict confidence. 
Box 7326, ADVERTISING AGE, 
11 E. 47th St., New York 17, N. Y. 


CREATIVE LAYOUT ARTIST 


WITH TEN YEARS comprehensive agency 
and studia, experience in all phases of 
modern advertising design seeks challeng- 
ing position with employer requiring man 
with top creative ability. Will relocate. 
Box 7328, ADVERTISING AGE, 100 E. 
Ohio St., Chicago 11, Ill. 


TO HELP YOU SELL 


A group of live wire Chicago advertising men 
with productive merchandising experience has 
organized to produce catalogs, mailing pieces, 
retail, trade and national ads. Our copy, print- 
ing and production facilities are among the best. 
We know how to get orders, and we'd like you 
to ask us prove it. Box 7330, ADVERTISING 


AGE, 100 E. Ohio St., Chicago 11, Ill. 


dealers plug the old-time company 
slogan, “Through Service We 
Grow.” Pockets in the plan book 


contain samples of mats, post 
cards, direct mail pieces and the 
like that cover either convenience, 
adequacy of service, quality or 
brand preference. 

Meldrum & Fewsmith here 
handles the account. 


68,373 TV Sets in Boston 


WBZ-TV and WNAC-TV, Bos- 
ton television stations, report that 
a survey made of 36 leading dis- 
tributors shows that as of April 1 
there were 68,373 television sets 
in the Boston area. This total rep- 
resents an increase of almost 15,- 
000 receivers since March 1, with 
all but 51 of these installed in 
homes. Estimates of the Provi- 
dence, Rhode Island, area indicate 
that there are now 7,830 video sets 
in that section. 


Levy Brothers Delay 
WCAU Leave Taking 


Dr. Leon Levy, president and 
general manager~of WCAU, Inc., 
Philadelphia, and Isaac D. Levy, 
vice-president and general counse! 
of the company, whose resigna- 
tions have previously been an- 


nounced, will remain in their pres- 
ent pesitions until their successors 
are named, the board of directors 
reports. 

Meanwhile, three department 


heads have been elected vice-pres- 
idents: Alex Rosenman, sales; 
John G. Leitch, engineering, and 
Joseph T. Connolly, radio pro- 


Orton Crane 


*Mills, Lund 


53 West Jackson 
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announces 
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mas 


& Shovel Co. 


& Mann, Inc. 


Boulevard, Chicago 


*counsels in advertising + product publicity 
YQ product display + marketing Wa 
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Mr. Clifford* 


This BSN Campaign 
will sell homes 


in 1949! 


(and building products for Manufacturers) 


* 


Tue A.W. B 
BUILDING MATERIAL 
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Building Supply News 
Chicago 3, fin. 
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Manufacturers: Write for details on how 
you can tie in with this BSN campaign 
for more sales of your products 


Building Supply News 


5 South Wabash Avenue, Chicago 3, Ill. 
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_chandising kit developed by BUILDING | 


EWS (and companion publica- _ 


tien, Practical Builder) to help industry — 
_ sel homes and home building products. 


SPEND FOR THE HOME FIRST 


THIS IS A GOOD TIME TO BUILD 
MESSAGE TO A HOMELESS VET 
- NATIONAL HOME APPLIANCE WEEK 


and now—In 1949... * 
YOUR ONLY REAL SECURITY—A HOME OF YOUR OWN 


* 


it wie 


SMART PEOPLE BUILD BEFORE A BOOM 
- GOOD LUMBER PROPERLY USED HAS NEVER FAILED 


FOR LUMBER DEALERS 


\ “a there’s a job to be done for the industry, lumber and building 
material dealers turn first to BUILDING SUPPLY NEWS. It’s an old BSN 

custom, as proved by the record above of campaigns developed for the industry. 
| These dealers acknowledge that for 32 years BSN has done most to help 
them—to help them move your products off their 
shelves, to make more money. That’s why they 
readily testify: ‘BSN shows us where we are go- 
ing, not where we have been.”’ 

So, no matter what building or allied products 
you have to sell the contractor-builder, the farmer, 
the home or other building owner—no matter what 
equipment you have to sell the dealer for his own 
use—you do a better job when you sell the lumber 
and building material dealer first—and keep him 
sold—in BUILDING SUPPLY NEWS. 
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House Beautiful Retains B« 
Advertising Leadership K 


Active Home Market dise. Its ability to create this b Ma 

| Continues to Produce Gales Action ts not only ‘borne the id 
out by leadership in total adver- 

| Outstanding Results tising in the field, but also by the adver 

wide margin of advertising leader- Suppo 

Publication of total advertising | ship House Beautiful enjoys in the path 

figures for all magazines during| various subclassifications in the Retai 

1948 revealed that, for the sixth | field of home furnishings. ae 

consecutive year, House Beautiful; Here is the record for 1948, What 

again led all magazines in adver-| showing the number of pages of Do R 

tising space devoted to home furn-| advertising carried by House It - 

that 1 

PAGES OF HOME FURNISHINGS ADVERTISING eetelk 

, : . er: 
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SOURCE: Publishers’ Information Bureau read 

ceptec 

autho 

ishings. The figures for the eight | Beautiful in each subclassification, Retai 
leading magazines as reported by | and its percentage of leadership 

PIB are shown in the chart above. | over the second magazine: Retle 

s This continued leadership en- Pages Lead over Bi 

dorses the fact that the active! _. 1868 Snd Magasine P 

! China, Glass a nat 

market represented by House omni 

Beautiful is a primary source of| © Pottery 65.2 14.1% prt 

sales for manufacturers of home | Silverware eau 

; furnishings and equipment. The; & Metalware 62.7 23.5% 

; unique editorial formula of House | Furniture 184.9 17.9% Bote 
Beautiful is aimed directly at , tiful 1 
families who continually aspire angels Snap 65 t7.8% tary 

; to better living. The function of | Draperies, Cur- than 

House Beautiful is to fan this urge| tains & Uphol- home 

into action at the point-of-sale/ stery Fabrics 70.7 34.8% 
for all types of home mrctane Beddings & Linens 75.2 16.3% ae 


Manhattan Shoppers Vote 
on Magazine Preference 


Fact Finders Associates, Inc.,) Other magazines received so f 
well-known research organization, | few mentions that their inclusion 


She reads 


House Beautiful 


because 


she loves fine 


furniture 


and she buys more 


because 


she reads 


House Beautiful 
The magazine that creates more Sales Action 


recently sent investigators into 
the home furnishings departments 
of one of the largest department 
stores in New York City to de- 
termine their magazine reading 
habits. The thinking behind this 
study, which was also conducted 
in other cities across the country, 
was that the real value of a mag- 
azine is determined by the amount 
of Sales Action it creates at the 
point-of-sale. It is obvious that 
some magazines, because of their 
function and their editorial tech- 
niques, are more influential in 
creating this Sales Action than 
others. And, in the last analysis, 
it is this ability to deliver pur- 
chasers at the point-of-sale that 
makes a magazine valuable to the 
manufacturer. 


= One of the questions asked by 
Fact Finders was: ““What mag- 
azine featuring home furnishings 
have you read in the past month?” | 
Shoppers replied as follows: 


House Beautiful............. 104 
Good Housekeeping.......... 70 
Better Homes & Gardens..... 67 


House & Garden............ 66 
Ladies’ Home Journal........ 65 
American Home.............. 61 
Woman’s Home Companion.. 35 
Cee Gent marae | | 
See pers 9 


Saturday Evening Post....... 8 


in this tabulation would serve no 
useful purpose. 

These figures are especially 
indicative when it is considered 
that all but one of the magazines 
listed has several times as much 
circulation in New York City as 
House Beautiful. This is a further 
demonstration of the fact that 
the active quality market sup- 
plied to advertisers by House 
Beautiful has the surplus spend- 
ing power to produce volume sales 
economically. 


DON’T LET YOUR WIFE READ 
HOUSE BEAUTIFUL unless you 


want her to buy furniture 
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Both Sides 


of Counter 


Key to Successful Selling 


Many manufacturers verify their own selection of national media 
by polling their dealers’ opinions on the subject. This is done with 
the idea in mind, of course, of using those magazines for national 
advertising that will inspire the greatest dealer enthusiasm and 
support. But manufacturers also appreciate the fact that dealers 
are in a position to judge accurately the selling impact of magazines. 
Retailers know what their customers are reading, which magazines 
are most influential in shaping their tastes and desires. 


What Magazines 
Do Retailers Read? 


It is logical to assume, then, 
that the magazine most read by 
retailers is the one that these re- 
tailers have learned, through their 
close association with the public, 
carries the greatest influence with 
their customers. 


s Today, more than 50,000 per- 
sons in the retail trades are sub- 
scribers to House Beautiful Mag- 
azine. On the basis of published 
statements, House Beautiful has 
more subscribers among retailers 
than any other magazine pub- 
lished. The answer to this is ob- 
vious. These retailers know that 
in order to be well informed on 
all subjects having to do with 
home improvement, they must 
read the magazine that is ac- 
cepted by consumers as being most 
authoritative on these subjects. 


Retailers’ Own Advertising 
Reflects Magazine Acceptance 


Another accurate means of ap- 
praising retailers’ enthusiasm for 
a national magazine is by the 
amount of their own advertising 
they devote to tying in with mer- 
chandise featured in that magazine. 


@ Year, after year, House Beau- 
tiful receives more of this volun- 
tary commendation by dealers 
than any other magazine in the 
home field. During 1948, accord- 


ing to the Advertising Checking 
Bureau, retailers across the coun- 
try devoted 2,371,013 lines of ad- 
vertising to selling ideas suggest- 
ed by the pages of House Beautiful, 
crediting the source in each of the 
4,366 advertisements that made 
up this total to that magazine. 

This was more than double the 


(Advertisement) 


amount of tie-in activity given by| 


retailers to any other magazine in| ~ 


the home field. 


More than a million lines of 


this tie-in advertising is directly 


attributable to the “BETTER|™ 


your home .. . better your LIV- 
ING” theme, a nationwide cru- 
sade for home improvement in- 
spired by House Beautiful. Now 


in its fourth year of growth, this} ~ 
crusade is the greatest single mer- |e 
chandising theme ever to hit the 


home furnishings industry. 


Retailers as 
National Advertisers 


There is still another means by 
which retailers express their con- 
fidence in the sales producing po- 
tentiality of a magazine. That is 
by the degree to which they them- 
selves use that magazine for their 
own national advertising. 


@ During 1948, retail stores spent 
more than a million dollars in the 
pages of House Beautiful, accord- 
ing to PIB. This is almost twice 
as much as retailers spent in any 


other monthly magazine. 


HOUSE BEAUTIFUL 
_ Direct Tie-in — 1,354,999 


O GARDEN 
“1119,661 Lines 


i Z PB ET ae a es 
ee es me ee a 


585,222 Lines 


AMERICAN HOME 
91,504 Lines 


RETAILER NEWSPAPER TIE-IN ADVERTISING 


ALL HOME MAGAZINES... 1948 


Total 2,371,013 lines 


BETTER HOMES & GARDENS 


es gee ae 


_ . BYH—BYL*—1,016,014 


*See text above 


He reads 
House Beautiful 
because 

he sells fine 


furniture 


and he sells more 


SOURCE: Advertising Checking Bureau 


fine furniture because 


he reads 


WANTED 


Sales managers, advertising managers, account 
executives, media buyers and all others interested in 
peering into the thoughts and reactions of 3,500 home 
furnishings shoppers in department stores. 


Write, wire 


House Beautiful Magazine, Box 901 
572 Madison Avenue, New York 22 


House Beauhful 


The magazine that sells both sides of the counter 
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Otway Joins Carter Co. 


H. Horace Otway, former rep- 
resentative for Esquire, New York, 
has been appointed assistant to 
Arthur M. Stewart, sales manager 
of William Carter Co., Needham 
Heights, Mass., underwear man- 
ufacturer. Prior to joining Esquire, 
Mr. Otway was manager of sales 
of the men’s and boys’ clothing 
division of Talon, Inc. 


THERE'S NO FINER 


ARTIST'S BRUSH 
ANYWHERE! — 


CRAFIINT 


| SERIES A" GENUINE RED SABLE 
WATER COLOR BRUSHES... 


are scientifically made of only 
the finest imported red sable 
hairs . . . Fits the hand per- 
fectly—Forms a perfect needle 
point. Available in ten sizes. 


At your dealer or write direct. 


THE CRAFTINT MFG. CO. 
1615 Collamer Ave., Cleve., oy, 


Milwaukeeans 
Buying Changes 
Told in Study 


MILWAUKEE—A marked trend 
toward buying grocery and drug 
items in chain stores is disclosed 
in the 26th annual “Consumer 
Analysis” of the Milwaukee mar- 
ket, just published by the Mil- 
waukee Journal. 

The study shows that, while 
35.6% of Milwaukeeans in 1948 
bought their groceries in independ- 
ent neighborhood stores, the per- 
centage dropped this year to 33.5, 
and A&P store buying rose from 
about 36 to 38%. 

Friday grew in favor as the day 
of the week for buying most gro- 
ceries. This year, 52.1% of buyers 
here get groceries on Friday, com- 


pared with 46.4% a year ago. Sat- 
urday lost favor, dropping from 
39.2% in 1948 to 33.5% this year. 


ws Although two-thirds of drugs 
are bought in independent drug 
stores, that is off about 2% from 
1948. Purchases in chain drug 
stores rose the same amount. 

Department stores still lead as 
the most-favored place of pur- 
chase for cosmetics and toiletries, 
with 41.8% of the buyers, but that 
was a decline for department 
stores of near 5% from the 46.5% 
of 1948. Meanwhile, more people 
are buying cosmetics and toiletries 
in independent drug stores and in 
chain drug stores. 

As could be expected, 90.3% of 
Milwaukee men drink beer. Brand 
preference analysis showed Schlitz 
leading with 24.3%, closely fol- 
lowed by Blatz, 24.2%. Schlitz 
dropped in consumer preference, 
from 27.4% in 1948, while Blatz 
rose from 20.9%, a fact which 
indicates a payoff for the Blatz 


“I’m from Milwaukee and I ought 
to know” promotion. Other brands 
were Pabst, 17.6%; Miller, 9.4%; 
Gettelman, 6.4%; and Fox Head, 
4.3%. 

More’ Milwaukeeans are buy- 
ing canned beer, 42.7% compared 
with 32.8% last year. Preference 
for cans jumped from 27% in 1948 
to 31.2% this vear. 


ws Only 11% of Milwaukee men 
buy ale; 60.6% buy wine and 
70.2% (a jump from 65.9% last 
year) buy whisky. The leading 
brands are Ballantine’s, Virginia 
Dare and Schenley products, re- 
spectively. Scotch is purchased by 
only 7.3% and gin by 21.9%. A 
new question, “Do you drink mar- 
tinis at home?” showed that 13% 
of Milwaukee men do. 
Two-thirds of Milwaukeeans own 
automobiles; the percentage was 
63.2 in 1948. New car sales in 1948 
showed Chevrolet far ahead with 
18.1%, followed by Ford 12.5% 
and Plymouth 8.6%. Prestone is 


a hop of 98.5%. 


How come? 


We doubt if the 115 women’s wear store advertisers 
in Detroit placed that much advertising in our paper 


Did your business double in ten years? Our women’s 
wear store advertising linage did . . . jumped from 
937,339 lines in 1939 to 1,861,301 in 1948... 


because of some notion. 


1 
1,861,301 


937,339 


1939 


No... we believe they gave the major 
portion of their advertising to the Free 
Press because it brought in more 
customers and made more sales. 


Free Pres 


vr 
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DOUBLE FEATURE—This half gallon bottle 
(for sale in states where the size is legal) 
and the chromium-plated back-bar cradle 
are being introduced to the trade for 
Lejon brandy, which is distributed by No- 
tional Distillers Products Corp., New York. 


the favorite antifreeze, Wadhams 
the top choice in gasoline and mo- 
tor oil. , 


s Other highlights of the report: 

Instalment plan or credit buy- 
ing is used by 34.6%, with most 
(31%) using the instalment plan 
for household appliances, followed 
by automobiles, 14.3%, and cloth- 
ing, 10.6%. 

More than two-thirds of Mil- 
waukeeans said they would va- 
cation away from the city this 
year. 

More of Milwaukee’s women are 
buying girdles and _brassieres. 
Girdle buyers rose from 58.7% 
in 1948 to 77.3% with Formfit the 
first choice. Brassiere buyers rose 
from 78.4% to 81%, with Formfit 
again out in front. 


ms Packaged coffee is bought by 
97.2%; instant coffee by 21.3%; 
packaged tea by 58.6%; tea bags 
or balls by 59%. 

There was a big increase in buy- 
ing of margarine, up from 19.9% 
to 40.5%. Keyko with 25% was 
the leader, followed by Jelke’s 
Good Luck, 20.2%. 

Frozen food sales showed a 
marked increase. While buyers of 
fresh fish dropped from 83.8% in 
1948 to 75.5%, the percentage of 
frozen fish buyers increased from 
21.5% in 1948 to 24% this year. 
Birds Eye led the field. It also 
led the fresh frosted poultry, vege- 
table and fruit groups. 


a Milwaukeeans are great cheese 
buyers (it goes with beer). Ex~ 
actly 98.9% buy cheese. Bulk 
cheese is bought by 77%, packaged 


cheese by 60.6%, cream cheese by- 


58.5% and cheese spreads in glass 
tumblers by 43.5%. 

The use of permanent wave kits 
in Milwaukee has steadily in- 
creased since 1946, when the num- 
ber of buyers was only 11.3%. 
Buyers now constitute 50% of Mil- 
waukee women. Leading brand is 
Toni (86.5%), followed by Richard 
Hudnut (8.7%), Portrait (2.1%) 
and Mar-Vo-Kurl (1%). 

Kleenex (62.7%) is the favorite 
facial tissue. Scotties (17%) and 
Pond’s (6%) are second and third. 


a While 99.6% of Milwaukeeans 
own radios, only 16.1% own FM 
radios and 3.9% own television 
sets. Only 10.3% of Milwaukeeans 
said they plan to buy a television 
set in 1949. There was a definite 
relationship between income and 
plans to buy. A breakdown of those 
answering in the affirmative 
showed that 14.9% of them pay 
rent of $75 a month or more; 
10.3% of $50 to $75; 9.3% from 
$40 to $50 and 8.4% under $40. 


Hayhurst Appoints Leupold 
John B. Leupold has been ap- 

pointed manager of the Montreal 

office of F. H. Hayhurst Co. 


Adt 


| . 
. 
ee 
} Pe /- ; b Ni : : | V 
| - g ~l ee ? 4 
| a y , ia oe 
; eee: =a = © . —¥ ‘a i 
, . 4 | 4 4 a at 
% ‘ | —” ava 
| of | . wa : “te ee ea 2 e a ae ' que 
é - - Ge. 
| i | nee 
| ,' oS accé 
I ; Jr., 
Dul 
kh. _ (O_O OTE M 
| —— youn Aa UnAenS amneenta TRS Ean Sati 
: . . A it oe Ass 
; ' oe x oo, : : . % 4 is pts = ; ty edt Seppe a nee : 2 , - : 3 a nee 
a ae Co eee (eee 
| * mm Ce aa Ee alam’. 3 that 
Bs eS Ly A fer 2 Lies aa trur 
DEAE ya Meee ea Sa ee ae hea ae suck 

4 <% , ; ae ee. a nai ea 76 . i Bay Lae ; ae r ee a ae oe cai? : 
aan Eh ee le sole 
be 5 ahs dee) :. AC oo ; usec 
i > Bs a eee a : ore ee a 7 a — : nat 5 : : 
| q ae | 2 or 

cs , = y) wn 
& a sees 

. Se ; 

&g cs \ et 
P ‘27 es tage 
4 : 5 —s a eee 

: hip —__ ps Pte B™ ~~ A er 
d ; : ie? - Gok 

: Z 2 aaa the 
——— side 
7 _ an ' a \> enct 
F | “ou whe 
— » 5 in ¢ 
: —— | “ 
r * ty >. x tinu 
m= =©6- WOMEN’S WEAR STORE ADVERTS. -\\ ck 
a ’ ey %. 4 ; of | 
: mn 3 \ now 

nye A chin 

; - ‘ ie: § ° ; — & ‘ sign 

4 i 7 he |? aC * at L 
| Seon weet 
ie aN a One) eae whe 
= Nie \> F B= oe vide 
Les erg | & 
2 BS d* Py ee “sy \ serv 
a ae See ey Sal dete 
a Me ©. - a ; cs - 
= Ce eo. a7) \ In 
2 a ; = A LAD | oe + vide 
na ites = WAN pa) > @ Dy..' 
ia a Se At < *}\ . = had 
pe - | ar Vt ) 4 cens 
A Be 4 5 ad AT) \Z . \ \ fluct 
e ee =.\\ \ \ ee 
a i sanhe Bhi aa cs \ y\\ 

. woe @ “ee : . \ Set tion 
eS AS Li gD ok a sepa 
: bs! = ve 44 ee Al F J ~ - _ Jk 
: Rh SligexG "gre ever 
ee mo 3h \ 

a o\ are cree, “ay ag , we \ 200 
i 948 :S: ee = B22) \ it w 
aa * “Atay = ee caus 
2 a EES SS al was 
Hla: y ; to b 
j Eee 4 mH , 7 
SD” [isage Tike aM = 
$e tae G — neer 
: ERE Aen 62 (“4 Pi i 
: a” 
- oe oe CS 
oe ae oor 4 ell He Z Qo said, 
} COCK! = 
a E GO LEA-NGN\) 

| ? seeeee FN AG a 

ee oo Ge ND ot "al close 

. A \ AN Z Mm \ ative 
a : aos \ \CxRR\ ty grea 
a = _ cad vide 
i rt ae gi area: 
Us etroit ee tion 
— £ , a . | oped 

i ieee : a OHN S wut sal . FC 
mi ' was: 
=, | chan 
isa oe 5 ee " : ie eS ‘ ee a “4 agua Sas ae e aes . ‘ ‘ is an a ripe car: ae: oe ai eee tried ri Re Sig e: SES “ oe ica ie a St Bs aay | ve pe ee AP PO ene Owls Pe, 


/ 
| 


Advertising Age, April 18, 1049 


Goldsmith Sees 
Need for 40-55 
Video UHF Lanes 


FCC Clear Channel 
Ruling by September, 
NAB Engineers Learn 


CuicaGo—To provide adequate 
nationwide, competitive television 
service, it will be necessary to use 
at least 40 of the 69 channels 
available in the ultra high fre- 
quency spectrum, and the number 


NAB Meeting 


FORUM PARTICIPANTS—These advertising and sales executives took part in the 
forum conducted at Syracuse University in connection with the observance of Ad- 
vertising Week, held last month in Syracuse with such success that it will be 
repeated next year. Left to right are Harold R. Dobberteen, vice-president and 
media director, Benton & Bowles; Wesby R. Parker, vice-president in charge of 
sales, General Foods; Leslie M. Beals, ad manager, Carrier Corp., general chair- 
man of the Week; Budd Gore, ad manager, Marshall Field & Co.; Theodore S. 
Repplier, Advertising Council president, and James A. Peckham, A. C. Nielsen Co. 


needed may run as high as 55, 
according to Thomas T. Goldsmith 
Jr., director of research, Allen B. 
DuMont Laboratories. 

Mr. Goldsmith, speaking at the 
Saturday session of the National 
Association of Broadcasters’ engi- 
neering conference on April 9, said 
that while use of the UHF spec- 
trum presented many problems, 
such use would not make present 
television receivers completely ob- 
solete. 

If and when the UHF bands are 
used for video, he said, converters 
for present sets will be available 
from a number of manufacturers 
for a moderate price—and already 
are being manufactured in small 
quantities. 


@ There are a number of advan- 
tages in UHF television over the 
present 12 channels on the very 
high frequency (VHF) band, Dr. 
Goldsmith declared. “Nearly all 
observers agree,” he said, “that 
the ghost problem at UHF is con- 
siderably less severe than is now 
encountered in built-up areas 
where VHF television stations are 
in operation. 

“Tests also indicate,” he con- 
tinued, “that ignition-type in- 
terference and many other forms 
of man-made static such as is 
now encountered by electrical ma- 
chinery, transformers and flashing 
signs is considerably less evident 
at UHF and VHF.” Thus a better 
quality picture may be expected 
when the upper band is opened to 
video. Whether or not the UHF 
bands will give consistently good 
service, he asserted, can only be 
determined by actual use. 

In sketching the background of 
video development for his listeners, 
Dr. Goldsmith explained how FCC 
had been forced to freeze TV li- 
censes because of tropospheric 
fluctuations. The original alloca- 
tion plan had required 100-mile 
separations between stations. How- 
ever, when stations as much as 
200 miles apart began operating, 
it was found that interference be- 
cause of tropospheric conditions 
was so severe that allocations had 
to be rearranged. 


s Howard Doolittle, development 
engineer for Machlett Laboratories, 
Springdale, Conn., told the engi- 
neers that stepped-up power for 
UHF television can be made avail- 
able as soon as the industry is 
willing to pay for it. The cost, he 
said, would be higher at the outset, 
but would diminish as demand in- 
creased. 

At a round-table session which 
closed the engineering conference, 
both FCC and industry represent- 
atives agreed that one of TV’s 
greatest problems is how to pro- 
vide adequate service to rural 
areas—both agreed that the strato- 
vision plan appeared the best solu- 
tion if it can be properly devel- 
oped. 

FCC representatives were asked 
unusually direct questions. One 
was: “Will the FCC have a clear 
channel decision before Congress 


aE ee eee ee ee 


takes steps?” The answer: “FCC/|doesn’t the FCC get more video 
hasn’t the faintest idea as to what | wavelengths from Congress?” An- 
Congress will do.” swer: “The uses of channels as- 

signed to the government are not 


a Another question was: “Why/|always open to FCC inspection or 


inquiry.” 

Q. “When will FCC have a clear- 
channel decision?” 

A. “Well before.....September.” 

Q. “Will FCC delete lower tele- 
vision channels?” 

A. “FCC is not thinking about 
deleting any stations at the present 
time.” 

Q. “Why not assign UHF chan- 
nels right now since they are the 
only ones available, and make ad- 
justments five years from now?” 

A. “There is not enough data 
available on UHF at the present 
time.” 

Q. “How are you going to get 
the data if stations aren’t operat- 
ing?” 

There was no comment from the 
FCC representatives. 


A. O. Smith Names Cornell 


F. S. Cornell, formerly assistant 
to the president of W. C. Heath 
Co., has been appointed assistant 
manager of the water heater divi- 
sion of A. O. Smith Corp., making 
a headquarters in Kankakee, 
Il. 


61 
Lever Makes Deal with CARE 


Lever Bros., Cambridge, Mass., 
is planning an arrangement with 
CARE, whereby the company will 
donate to that agency a bar of 
Swan soap for every two wrap- 
pers sent in during a _ specified 
period. Announcements of the of- 
fer will be made on the com- 
pany’s Bob Hope program on NBC 
and in The American Weekly, Life, 
Parade and This Week Magazine. 
Young & Rubicam, New York, is 
the agency. 
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Color advertising in newspapers 


gressed rapidly since the war. Sunday sup- 
plements are expanding. And nearly 500 
newspapers in 42 states now carry run-of- 
paper color advertising —an increase of 


25% over 1947. 


cINTING 


IN NEWSPAPERS, TOO, COLOR SELLS. 


Let color help make your ad- 


has pro- 


Effective two-color news- 
paper ad produced for 
Gulistan Carpets 


vertising more effective. Remember that 
only in the medium of printing ink, on the 
printed page, can your product be repro- 
duced in lifelike color—the way your cus- 
tomers recognize and remember it. 

In newspapers, in magazines, on displays 


and packages, printing ink is your best sales- 


man. 
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Private Brands 
Staging Revival, 
Borden Warns 


NEw YorkK—Private brands are 
due for revival in a receding econ- 
omy, Neil H. Borden, of the Har- 
vard Graduate School of Business 
Administration, told an advertis- 
ing group of alumni here. 

Recalling that private brands 
historically make their progress in 
relatively poor economies, Mr. Bor- 
den termed the oft-repeated asser- 
tion that private brands were fin- 
ished “silly.” 

He said private brands were in 
poor position during the war and 
postwar period, with little op- 
portunity to bid with suppliers. 
But he reported that the private 
brands have been overhauled, that 
the product, its packaging, promo- 
tion and pricing have been re- 
viewed, and that its comeback will 
be strong. 


s He noted certain factors in fa- 
vor of the private brand: Retail- 
ers like the stability and the bet- 
ter profit margin of private brands; 
they like the control of the 
marketing structure they can ac- 
quire in this way; retailers will 
go ahead with private brands be- 
cause they can make better use 
of pricing factors than can manu- 
facturers, and they can move faster. 

The retailers also are in a closer 
position to the customers, they get 
a much better feel of the market, 
and they can move to meet de- 
mands, it was pointed out. 

Self-service is an aid to the na- 
tionally advertised brand, Mr. Bor- 
den admitted, but he feels that 
since display is still in the hands 
of the merchant, much of the ad- 
vantage is equalized. 

On the other hand, he reported 
that distributors, with shelf room 
at a premium, are examining their 
private brands carefully—with the 
same attention they are devoting to 
national brands. 


s In the Harvard professor’s opin- 
ion, the downward trend in the 
economy emphasizes the need of 
manufacturers to meet changing 
conditions with advertising. He 
noted that manufacturers are re- 
luctant to talk price in advertis- 


‘ graphed in colors, die-cut to all 


Put a potent sales message right on 
the product itself and watch it sell! 
Just print your message on Mystik, 
the famous, patented printing ma- 
terial with the olt-ediacive ack. 
Mystik applies instantly, doesn’t 
harm fine surfaces, Ils off easily. 
Mystik can be printed or litho- 


sizes and shapes. Your salesmen get 
MystTIK ads up easily! 


ing. He thinks coming months will 
show a shift in advertising tech- 
niques to quick response methods. 
Coupons, 1¢ sales and emphasis on 
price were specifically mentioned. 
He cited an example of how a 
manufacturer can maneuver in a 
falling market: The way Philco 
rushed aggressively into the mar- 
ket with a table model radio in the 
early ’30s and advertised its way 
into a commanding position among 
radio manufacturers, most of 
whom were busy retracting. 


Cutlery Group Sponsors 
Window Display Contest 


The Associated Cutlery Indus- 
tries of America will give $500 
in prize money for the best win- 
dow displays featuring all types 
of cutlery during National Cutlery 
Week, May 2-9. 

The prize will be broken down 
to allot $100 to each of the follow- 
ing types of outlets: hardware 
dealers, department stores, chain 
and sporting goods stores and 
butcher and restaurant suppliers. 


Nardis Appoints Taylor 

Nardis of Dallas has appomted 
J. B. Taylor, Inc., Dallas, to han- 
dle its advertising. National wo- 
men’s fashion magazines, metro- 
politan newspapers, radio and di- 
rect mail will be used in a fall 
campaign. 


Klempner Advanced 

Lester Klempner, field mana- 
ger of the midwestern division, 
has been appointed sales manager 
of the New York division of Na- 
tional Starch Products, Inc. 
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Appoints Roy Nelson 

Roy Paul Nelson, formerly in 
the Portland, Ore., office of Mc- 
Cann-Erickson, has been named 
assistant to the editorial director 
of American Forest Products In- 
dustries, with headquarters in 
Washington. 


‘Dakota Farmer’ to Barber 
Walter E. Barber & Associates, 
New York, has been named eastern 
national advertising representative 
= Dakota Farmer, Aberdeen, 


reviewing : 


It’s their Sunday best 


When kids get starched up on their Sunday reading habits, 
it turns out that Parade does very nicely, thank you. Starch 
surveys show that with youngsters, 17 and under, Parade 
runs neck and neck with the best of the comics. Here are 
the latest Starch figures on youth readers per 100 copies: 
Parade, 30.1; comic group A, 31.0; comic group B, 27.8. 
Among adults, as you well know, Parade tops all other 


leading national magazines. 


Recently we ran a squib in our “‘Parade of Progress” 
column about the Dickey Dout Blouse Anchor—a new 
gadget designed to keep blouses and shirts from riding 
up. This brief mention brought 1304 inquiries from 


Short Tale 
about 


qa Shirt Tail 


readers, and stores all over the country wrote in to 
get it. Said the company’s president: ‘““There is no 
doubt that the drawing power of Parade is tremen- 
dous. It has given us a wonderful send-off !”’ 


Adve 
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Canada Dry Sponsors 
Movie on Story 
of N. Y. Yankees 


New York—Through a coopera- 
tive agreement with the New York 
Yankee baseball club, Canada Dry 
Ginger Ale, Inc., is sponsoring a 
movie, “The Making of a Yankee,” 
a 20-minute sound film produced 
by the ball club. 

The film has a running commen- 


tary written by Arthur (Red) 
Patterson of the Yankees and nar- 
rated by sportscaster Mel Allen. 
Commercials show Canada Dry 
beverages in the ball parks. The 
picture will be booked on request 
for free showing by Canada Dry 
representatives. 

J. M. Mathes, Inc., New York, is 
the agency for Canada Dry. 


Offers Baseball Schedule 


National Distillers Products 
Corp., New York, is offering a 


1949 baseball schedule to promote 
its PM de Luxe whisky. The 40- 
page pocket-size booklet, avail- 
able free through retail outlets, 
contains the official home game 
schedules of all teams in eight 
leagues, batting and pitching rec- 
ords for leading individuals, etc. 


Coykendall Joins ‘Redbook’ 


Ralf Coykendall, formerly ad- 
vertising director of Cue, has 
joined Redbook, New York, where 
he will handle automotive adver- 
tising. 
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Boeing Out of the Red 


Boeing Airplane Co., Seattle, 
has reported net earnings of $1,- 
715,908 for the year 1948. Sales 
last year totaled $127,000,000. 1948 
was the first year since the war 
no the company was out of the 


Walsh Appoints Milne 

John M. Milne, formerly export 
manager of Moffats Ltd., Weston, 
Ont., has been named export mer- 
chandising counsel of Walsh In- 
ternational Advertising, Montreal. 


with us? 


The crochet ad with 
a $237,285 hook 


Looks like we're all alone up here 


If you don’t have the facts, it’s high time 
you did. If you look up the advertising 
linage gains for ’48 you'll have to look way 
up to find Parade. In the syndicated Sun- 
day Magazine field, we soared sky high 
above the others. Here’s the way the altim- 
eter reads: Parade, up 50.8%; This Week, 
up 2.27%; American Weekly, down 0.95%. 
What’s more, things look even more strato- 
spheric for 1949. During the first quarter, 
we climbed even higher with a healthy 
linage gain of 47.5%. Why not come along 
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CREATIVE 
MEN 


work faster, better... 


when they follow this 
9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 61-page book by James W. 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth its weight in uranium to every 


man whe must produce ideas. Gives you the 
positive 5-point program used by one of the 
highest paid men in the agency business, for 
developing ideas that sell. Acclaimed as the 
biggest little book ever for ad tising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 
day money-back guarantee. 90c each in quan- 
titles of 10 or more, 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons tn the advertising business. 
As Victor 0. Schwab says, ‘‘a book about busi- 
ness which emits flash after flash of penetrat- 
ing insight . . . day by day guidamee .. . 
pithy case-history experiences ... usable sug- 
gestions.”’ . . . In all 578 diary entries made 
during trying times, any one of which may 
suggest a solution to your current problems. 
$3.00 on 10-day money-back guarantee. $2.70 
each in quantities of 10 or more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 


“Teacher of Business” 


What were the ideas and ideals that underlis 
the impressive success of McGraw-Hill? Here 
is the whole inspiring and useful story, in the 
words of the late James H. McGraw. Sr. wit? 


an introduction by G. D. Crain, Jr., publisher: 
of Ind ial Marketi Advertising Age. etc 
A basic book in the library of every man whe 
writes, edits, sells, or promotes in the bust- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 90c each in quantities 
of 10 or more, 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 
Here is the complete, practical, and usable 


When Spool Cotton ran a 10-inch 
ad in Parade featuring crochet 
booklets for a dime, they heard 
from 41,267 readers. They esti- 
mate that an average of $5.75 
worth of crochet cotton will be 
bought by every woman who wrote 
in. That’s a total of $237,285. 


outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de. 
veloping a uniformly good performance pat- 
tern, (3) making each man pay off in higher 
average production. An easy-to-use program for 
sales managers who want more results start- 
ing now. $2.00 on 10-day money-back guar- 
antee. $1.80 each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 


Judging from the number of orders for 10, 
25, and more copies of these various books, ti 
is clear that they are filling an important 
need in training programs. We suggest you stari 
with a copy of the ‘5-Point Technique’’ for 
each member of your creative staff. 
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MAIL ORDER NOW 


How many dollars in an inch? 


A dealer in rare U. S. coins ran a one-inch ad in Parade 
offering a coin booklet. Response—in the company’s own 
words—"‘It’s terrific!”” This firm coined no less than 2500 
potential customers! That’s real proof that—give us an inch 
and we'll take you miles. 


Advertising Publications, Inc. 
| 100 E&. Ohio St., Chicago 11 


Please send me books as ordered below. I 
enclose remittance with the understanding that 
I may return books for full refund in ten 
days if not delighted in every way. 


.. copies, ‘*5-Point Technique 
for Producting Ideas’’......... $ 


eee 


.. copies, ‘‘Diary of An Ad Man’’.. .§ 


seeee 


«+ copies, **Teacher of Business’’.. . 


ee. Pe 


You ought to be in pictures... in 
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‘Account Man’ Wins 
the Advertiser's Nod 


Primary Attributes of 
Agency Are Listed by 
Firms Which Changed 


Cuicaco—What are the three 
most important attributes of an ad- 
vertising agency? 

You get an amazing variety of 
answers to that kind of question, 
it was demonstrated in ADVERTIS- 
inc AGe’s survey of advertiser- 
agency relationships. But a dozen 
fundamental qualities crop up time 
and again in the answers given to 
AA by more than 100 out of 400 
companies requested to cooperate 
in the confidential study. 

These firms, all of whom selected 
new agencies during 1948 to handle 


their accounts, not only listed the 


attributes they consider most es- 
sential but in a number of cases set 
forth the advice they would offer 
a friend who was thinking of pick- 
ing a new agency, too. 


a One major food products manu- 
facturer, whose °48 advertising 
budget ran over $1,000,000, insisted 
that the three most important 
agency attributes are identical: 
“The caliber of personnel working 
on your account.” That same qual- 
ity—the ability and experience of 
the account executive and other 
agency personnel—drew frequent 
mentions in the four-page ques- 
tionnaires filled out by executives 
of the cooperating companies. 
Here is the succinct advice two 
firms, both with ad budgets in 
the $100,000-$250,000 category last 


What’ll I do? 


Dear Anxious: 


itinerary. 


STUMPED! 


She says she'll marry me but refuses to leave town to go on honey- 
moon. Says she won’t risk missing her favorite KXOK programs. 


No reason why your bride should miss ANYTHING on her honey- 
moon. Go on your honeymoon anywhere from west-central Missouri 
to Indiana, from Iowa to Arkansas. KXOK’s powerful signal can 
reach her any hour of the day or night, even into Tennessee and 
Kentucky. Any John Blair representative will gladly help set your 


Anxious 


KXOK, St. Louis 


630 on your dial 


setups during 1948. 


think so. 


making an agency change. 


What Advertisers Want of Agencies 


This is the concluding article of a series based on an 
exclusive ADVERTISING AGE survey of advertisers who 
deemed it necessary to make some change in their agency 


It lists what these cooperating firms consider the most 
important attributes of a successful agency, and why they 


In addition, it sets forth the comments of executives on 
the advice they would give a friend who was thinking of 


year, would give friends who might 
be in the process of picking a new 
agency: 

“Study the one guy who will 
be directing the work on your ac- 
count.” 

“Find out the background of the 
man who will work on the ac- 
count.” 

Another advertiser, with a °48 


‘budget between $250,000 and $500,- 


000, commented: “I believe I 


would advise any man choosing an, 


agency to be particularly careful 
of his account man; that is, to get 
one who is familiar with his type 
of account and type of market.” 


= Aside from capable personnel, 
these are some of the attributes 
mentioned most frequently by ad- 
vertisers, from the smallest to 
those with multi-million dollar ad 
budgets: 

1. Adequate service and fa- 
cilities. 
Creative ability. 
Interest in client’s business. 
Originality; new ideas. 
Merchandising sense. 

6. Success with similar prod- 
ucts, allied fields. 

7. Types of accounts handled; 
quality of work for others. 

8. Close cooperation. 

9. Reputation. 

10. Knowledge of markets. 

11. Research facilities. 

12. Diversified experience. 


= > 92 pe 


mw One of the “Under $50,000” ad- 
vertisers, in the drug field, sums 
up his list of main agency attrib- 
utes this way: 

“1. An interest amounting to 
‘worry’ that ads sell merchandise 
now. 

“2. That they be sales promo- 
tion minded. 

“3. That they produce and sell 
what they call ‘art’ (which for 
small advertisers can be done al- 
most equally well by a high school 


The Largest-Selling mass men’s magazine 


*"* LEGION MAGAZINE 


ABC Net Paid Circulation 


‘Period ending December 31. 1948) 


Is “mass magazine” space getting too costly 
for your men’s product budget? 


LOOK AT 
THESE FACTS 


THE AMERICAN 


LEGION 


1. More men read each 100 
copies of the American Legion 
Magazine than any other ‘‘mass 


magazine,’’ says Starch. 


2. The American Legion Maga- 
zine costs only $1.90 per 1,000 
—less than any other mass 


magazine for men. 


full details to: 


1 Park Avenue 
New York City 


3,031,838 


If these facts intrigue you, 
drop a “collect” wire for 


Mr. Fred Maguire, Adv. Dir. 
American Legion Magazine 


art class) at something near its 
value—and which value we esti- 
mate to be about 10% of prevail- 
ing prices.” 

Another “small” advertiser listed 
them this way: 

“1. Small enough to give prompt 
personal service. 

“2. Smart enough to learn some- 
thing about my business. 

“3. Clever enough to develop an 
effective program that sells my 
product.” 


s A furniture manufacturer, whose 
ad budget last year was in the 
$50,000-$100,000 group, thinks 
these are the desirable qualities: 

“1. Knowledge of our business 
and continuing interest and re- 
search in factors affecting sales 
picture. 

“2. Ability to translate our story 
to consumer and retailer alike. 

“3. New ideas once in a while— 
good, bad or indifferent, but an oc- 
casiona]. thought, please.” 

Another company, in the $100,- 
000-$250,000 budget class, puts it 
this way: “The individual and per- 
sonal competence of the men with 
whom the ad manager has to work; 
their willingness to think, to pay 
attention to business, and to keep 
their feet on the ground; and, 
above all, their cooperation in the 
tasks at hand.” 

One quality recommended by 
another respondent is: “Willing- 
ness to work hard without being 
apparently always conscious of 
what is commissionable.” 


s A food manufacturer, whose ad 
budget is in the $100,000-$250,000 
group, listed these as the most vital 
qualities, in order named: “(1) An 
agency must do more than merely 
write copy and draw pictures; it 
must help the sales department to 
merchandise the advertising to the 
fullest extent. (2) It must give the 
client at least some time of the 
principals of the agency and not 
delegate the responsibility to fourth 
or fifth-grade subordinates. If an 
account is worth having, it is en- 
titled to some of the top thinking 
in any agency; if it is not entitled 
to that type of thinking, then it 
should go to a smaller agency 
where it can command that respect. 
(3) An agency must be flexible 
and versatile enough to move with 
the times and not be tied down by 
a set of outmoded advertising pre- 
cepts.” 

Along a similar vein, a liquor 
manufacturer in this same group 
urged that all creative personnel 
be required to contribute their 
thinking to the account, with the 
account executive acting only as 
intermediary between client and 
agency personnel. He believes it is 
important that the agency request 
an ad budget “on the basis of what 
the account should spend, not how 
much it can spend.” 


es A paper manufacturer, with a 
budget in $250,000-$500,000 class, 
lists these chief attributes: 

“1. Experienced, capable, intel- 
ligent, hard-working chief execu- 
tive reflecting the spirit of com- 
mon-sense advertising and sales 
promotion throughout the organ- 
ization. 

“2. Creative people who think 
in terms of advertising to the peo- 
ple who buy, and not to other 
advertising executives. 


“3. A good production depart- 
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ment that will listen to the crea- 
tive executives and interpret their 
needs faithfully.” ; 

Another advertiser in this group 
offers a three-way setup he be- 
lieves will work: 

“1. Ability to dig deep into the 
clients’ sales, advertising and dis- 
tribution problems, and come up 
with concrete, workable plans. 

“2. Desire to dig deep into these 
same problems (many agencies 
have the facilities but will not use 
them unless continually prodded). 

“3. Conscientious servicing of the 
account. It is assumed, of course, 
that any agency worth considering 
has the proper know-how.” 


s Commissions come in for a 
crack in the comments of a trans- 
portation firm in the $500,000- 
$1,000,000 budget group, whose 
spokesman lists these agency qual- 
ities: 

“1. Thorough knowledge and 
understanding of your business, in- 
cluding specialized information as 
to how your particular service or 
product can best be merchandised; 

“2. A properly trained, experi- 
enced and well-rounded staff, cap- 
able of delivering the specialized 
service required, and 

“3. (This could be the most im- 
portant of all) An organization 
with enough imagination, energy, 
drive and ability to lead instead of 
follow ... To get out of the “ad- 
vertising rut,’ to introduce new 
ideas, new approaches; in short, 
to go to work and really earn their 
commissions.” 


= Among the $1,000,000-plus ad- 
vertisers, who likewise stress crea- 
tive ability and the caliber and ex- 
perience of agency personnel, one 
company comments that the No. 1 
attribute “certainly would be the 
agency’s ability to forget adver- 
tising until they made a complete 
study of our market products and 
potentials.” The next attribute, it 
adds, “would be the agency’s 
ability to translate its recomenda- 
tions into advertising and mer- 
chandising that would aid sales- 
men and dealers in the selling 
program.” 

Membership in the American 
Association of Advertising Agen- 
cies is an attribute very likely 
taken for granted by many of the 
respondents; only one mentioned 
this specifically. Two listed “finan- 
cial stability” among top qualities. 


ws Among smaller and medium- 
size companies, here are some tips 
suggested by executives: 

“Pick an agency that interests 
itself in your business.” 

“Unless your appropriation ~ is 
large, forget large agencies. Listen 
for undertone of know-how of 
merchandising. What accounts are 
handled in similar fields? Is the 
agency young in ideas? Its loca- 
tion should be close at hand.” 

“The agency should not be so 
much bigger than the client that 
the client gets only a very junior 
account executive.” 

“Postpone the opportunity of 
being influenced by personal sales- 
manship until fundamental re- 
quirements are met. Get specific 
campaign or project success sto- 
ries, where possible, pinned down 
to results for the client.” 


s A firm in the industrial field: 
“Determine first what the agency 
can do for you. Are technical men 
on tap who thoroughly understand 
your business so that their ideas 
can supplement any of your own?” 

“Meet and talk to persons who 
will work on your account. Not 
just ‘front’ men.” 

“Would advise picking an agen- 
cy that writes advertisements from 
the human interest angle, for we 
feel that if ads do not have this 
appeal they are not very success- 
ful.” 

In the $1,000,000-plus group of 
advertisers, one respondent warns: 
“Don’t pay too much attention to 
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clusive series. 


Next Week: The Agency Side! 


This series of articles on advertiser-agency relationships— 
from the advertisers’ exclusive standpoint—is being concluded 
in the current issue of ADVERTISING AGE, but the agencies they 
work with and talk about are talking back, in their own ex- 


In a new series of articles, beginning next week, ADVERTISING 
AcE will present their viewpoints on the chief reasons why 
agencies lose accounts; whether they believe advertisers make 
intelligent choices of new agencies; the agencies’ experience with 
formal presentations and “silver platter” accounts; why ac- 
counts are considered “good” or “unsatisfactory,” and what they 
believe both agencies and advertisers can do to improve their 
relationships, for mutual benefit, in the months and years ahead. 


the ‘new business man’ of a pro- 
spective agency, because he is nat- 
urally interested in telling the good 
things about the agency’s work. 
The best plan is to get specific on 
a given project, and determine how 
the agency comes up with its rec- 
ommendations.” 

Another urges: “Get a good copy 
story, a good media department, 
and a good research department, in 
that order of importance. Know 
your agency men—an agency is 
only as good as the men within 
its organization.” 


Food Stores Make 
Most Cigaret Sales, 
Manufacturers Told 


Hot Sprincs, Va.—Additional 
sales planning and market research 
is indicated for tobacco companies 
in view of the increasing trend to- 
ward cigaret sales through grocery 
stores, Paul S. Willis, president of 
the Grocery Manufacturers of Am- 
erica, told the spring meeting of 
the Associated Tobacco Manufac- 
turers here April 8. 

“Some tobacco companies do not 
yet fully appreciate the importance 
of this new outlet,” Mr. Willis de- 
clared, adding, “They still think in 
terms of the tobacconist as being 
the chief cigaret distributor and 
their merchandising programs are 
directed mainly to him.” 

He believes cigaret sales in gro- 
cery stores have been permitted 
to “just grow,” and he said esti- 
mates place grocery sales at nearly 
60% -of total cigaret volume, but 
admitted that some estimates are 
as low as 20%. 

He compared cigaret manufac- 
turers to the makers of soft drinks 
and malted beverages, who began 
by emphasizing distribution 
through other outlets but dis- 
covered that grocery stores yielded 
the bulk of sales. 

The GMA head credited the 
growth of cigaret sales by grocery 
stores to the fact that an increas- 
ing percentage of women shoppers 
now purchase the family’s cig- 
arets. He pointed out that few 
grocery sales are by the package; 
the vast majority of cigaret buyers 
purchase cartons. 


Four A’s Unit Elects Otte 


Frank R. Otte, of Fuller & Smith 
& Ross, has been elected chairman 
of the Cleveland chapter of the 
American Association of Advertis- 
ing Agencies. Howard J. Meer- 
mans, of Meermans, Inc., has been 
named vice-chairman and Harry 
D. Falls, Bayless-Kerr Co., has 
been appointed secretary-treasur- 
er. 


Hunt Foods Maps Peach Drive 


Hunt Foods, Inc., Los Angeles, 
is launching a $200,000 campaign 
for Hunt’s Heavenly peaches in the 
New York market this month. Ads 
are scheduled in seven New York 
City newspapers and selective an- 
nouncements will be used. Young 
& Rubicam, Hollywood, is the 
agency. 


Campbell-Ewald Shifts Two 

Halsey Davidson, vice-president 
and art director of Campbell- 
Ewald Co., will spend full time 
on the creative duties of the Chev- 
rolet account. William A. McNabb, 
formerly an executive in the New 
York branch of the agency, has 
been named art director. 
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Prefab Group Elects 

The Prefabricated Home Manu- 
facturers’ Institute has elected 
Hart Anderson, sales manager of 
Page & Hill Co., Shakopee, Minn., 
president. James R. Price, presi- 
dent of National Homes Corp., 
Lafayette, Ind., has been named 
vice-president and John C. Taylor 
Jr., president of American Houses, 
Inc., New York, secretary-treas- 
urer. 


Ponderosa Steps Up 
1949 Ad Promotion 


Cuicaco—Ponderosa Pine Wood- 
work, trade association of pine 
marketers, has approved an ex- 
panded product promotion drive 
for 1949, using four-color copy in 
American Home and Better Homes 
& Gardens. 

In addition, the campaign, which 
extolls the merits of well-manu- 
factured stock pine woodwork, 
also will run in Architectural Rec- 
ord, American Builder, Practical 
Builder and Small Homes Guide, 
plus building supply and other 
dealer publications. 

An important portion of the pro- 
gram involves sales. and merchan- 
dising aids, which are offered to 
jobbers, dealers and home build- 
ers. A new consumer booklet sup- 
planting the popular “Today’s 
Idea House” will be made available 
to readers. 

Buchen Co. handles the account. 


Stewart-Warner Ups Judd 


W. E. Judd has been named 
general sales manager of the South 
Wind heating equipment division 
of Stewart-Warner Corp., Indiana- 
polis. He succeeds S. E. Heymann, 
who on May 1 will become South 
Wind branch manager in Los An- 
geles. Mr. Judd has been Mr. Hey- 
mann’s assistant for the past sev- 
eral months. 


Sheridan Names Adams 


Walter L. Adams, formerly gen- 
eral sales manager of Crosman 
Arms Co., has been appointed sales 
manager of Sheridan Products, 
Racine, Wis., manufacturer of 
Sheridan pneumatic rifles. 


Gets Micarta Account 

United States Plywood Corp., 
New York, has appointed E. T. 
Howard Co., New York, to direct 
the advertising of decorative Mi- 
carta, a high pressure plastic man- 
ufactured by Westinghouse Elec- 
tric Corp. and distributed exclu- 
sively by United States Plywood. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
—_"~—_—"“_— San Francisco 5, California 


Your 


advertising. 


417 SOUTH HILL STREET, 
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Advertisement 
Reaches 


500,000 


Selected Readers 
Twice Weekly 


The buying bible of Los 
Angeles housewives for the 
past 27 years has been the 
Down Town Shopping News. 
Under new ownership and 
new name (Los Angeles 
Independent), it continues to 
carry the advertisements of 
the leading department stores 
which have made it the show- 
case of Los Angeles retail 


For complete market cov- 
erage, the Independent pro- 
vides the only one-paper buy 
which gives thorough home 
coverage in the principal 
buying areas of America’s 
second retail market. 


Los Angeles is more than a great city. 
It has been defined as “many suburbs in 
search of a city’—each proud to be a 
part of the metropolis, yet each retain- 
ing its own community life. 

Because Los Angeles is big and 
sprawling, unique shopping habits have 
developed. There is a minimum of 
pedestrian traffic. Everyone has learned 
to window-shop at home—to depend 
on newspaper reading for values before 
deciding what and where to buy. 

The best show-case for your product 
in Los Angeles is therefore the news- 
paper with the biggest home-delivered 
circulation—the newly christened Los 
Angeles Independent. 


EDITED FOR THE HOME The Indepen- 
dent is edited exclusively for the Home. 
Published in 10 separate community 


Ind 


carrier boys. 


FORMERLY DOWN TOWN SHOPPING NEWS 


LOS ANGELES 13 


Representatives: JAMES A. COVENEY CO., 501 Fifth Avenue, New York 17 
39 South State Street, Chicago 3 + 515 Olive Street, St. Louis I + 


* 406 SUTTER STREET, 


editions, it carries city-wide features of 
intérest to all— but more than that,each 
edition carries the purely local news 
and advertising important to the neigh- 
borhood which it serves. 


DELIVERED TO THE HOME The Inde- 
pendent circulation is 100% home-de- 
livered, twice weekly by our own 1,770 


research controls, this circulation blan- 
kets good buying areas only. And every 
delivery route is inspected after every 
delivery to insure complete coverage. 


READ IN THE HOME Your message in 
the Independent is read exclusively in 
the home while your Los Angeles cus- 
tomers are deciding what and where to 
buy. Housewives window-shop for your 
product in the Independent. . 


ependent 


SAN FRANCISCO 8 


11 Church Street, Hudson, Massachusetts 


Through constant market 
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James D. Woolf Talks .. 


Salesense in Advertising 


Registered 


former 
Thompson 


successes. 


Power of Understatement 

Last month’s “Salesense” made 
this assertion: With certain rare 
exceptions, the Number One objec- 
tive of all advertising is that of 
making sales. No matter what the 
product or service, it is my deep 
conviction that the advertiser 
should pack into his copy the EX- 
TREME MAXIMUM of SELL that 


James D. Woolf, famed copywriter and 
vice-president of J. Walter 


Company, is writing this 


monthly series of discussions on tested 
ideas and basic advertising principles. 
While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


is possible. 

I said also that “fine institutional 
effect” should be strived for as 
a desirable plus value. Let us now 
examine this second objective. 

Not so many years ago adver- 
tising was generally regarded as 
a method of defrauding the people. 
At the 1913 Baltimore convention 
of adclubs a committee was 


formed to draw up a “Code.” 

“We believe in Truth,” began 
the Code, “the corner stone of all 
honorable and successful busi- 
nesses..... ™ 


a Truth in advertising has 
achieved great things in the last 
three decades. But, unhappily, 
there continues to prevail in many 
quarters the notion that to be 
effective advertising must talk in 
superlatives, and promise, at least 
by implication, more than there 
is any possibility of delivering. 

Generally speaking, I think it 
is true that superlatives are tick- 
lish things for the completely hon- 
est advertiser to play with. Says 
Webster: “The superlative forms 
of many adjectives...denote an 
unsurpassed point or condition of 
the specified quality.” The italics 
are mine. 

The March issue of a women’s 
magazine headlines this news: (1) 
a wax so amazing that it outshines 
them all; (2) a flour that is the 
biggest cake news in 100 years; 


(3) a sensational range that offers 
the greatest advancement in gas 
cookery in America; (4) a compet- 
itive range that is amazing and 
wonderful and sensational; (5) a 
washer that is sensational and 
amazing; (6) a face powder that 
is sheer excitement; (7) a lotion 
that is a sensation and a beauty 
miracle; (8) a cleansing cream 
that is astounding; (9) a deodor- 
ant that is magical; (10) a bra 
that is famed and exciting and a 
miracle. 


ws Entirely aside from the ques- 
tion of ethics it would seem that 
many advertisers have yet to 
understand the persuasive power 
of understatement, the force of 
the incontestable word, the con- 
fidence-inspiring effect of obvious 
honesty, the strength of the quiet, 
simple statement. 

The other day I bought a lawn 
mower. It cost me $30. “Mr. Wells,” 
I said to my dealer, “$30 is a lot 
of dough. Do you think this mower 
is the best I can do for the money?” 


RUSINESS NEWS — 
BUSINESS NE WS 7 


BAROMETER F OR BUSIN ESS 


From spot news in the Journals of Commerce, executives plot business 


weather trends and raise or lower their sights to meet current conditions 


The facts of today’s events create tomorrow’s 
business and industrial trends. Men who 
govern day-to-day policies require undelayed 
day-to-day facts in order to shape plans for 
production, selling and buying. 

That is why, each morning, 200,000 busi- 
ness and industrial executives scan their 
Journals of Commerce, interpret the facts and 
make decisions to meet indicated conditions. 

For these men of top management, the 
Journals of Commerce spotlight all the signifi- 
cant news for business and industry. These 
complete daily business newspapers are edited 
solely for business, industrial and financial 
interests. Spot dispatches from a world-wide 
staff and exclusive, business-angled news fea- 
tures, funneled down to the specific interests 
of management executives. And to these 
executives the Journals of Commerce bring 
the day’s most vital news. 

No other source of business news is as 
complete and authentic as the Journals of 
Commerce, the daily newspapers that are 
widely regarded as the barometer for business. 


Si TheSourna lot 


Journals of Commerce 
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Do you advertise a business product or service? A commercial 
or industrial commodity? A consumer product with a top- 
income market? Have you securities to sell in a market that has 
capital to invest? Do you have an institutional message for 
top management? 

Write or telephone for the Story of the Greater Journal of 
Commerce Market and rate cards. One order buys either or 
both, for sectional or nation-wide coverage. Get to the men 
who DECIDE + «.-in the dailies that HELP them decide. 


TOP MANAGEMENT’S GOOD RIGHT HAND 
The Journal of Commerce, 53 Park Row, New York 15,.N. Y. y& Chicage Journal of Commerce, 12 £. Grand Avenue, Chicage 90, Ill. 
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Wells rubbed his chin, frowned 
for a second. “I’m sure I don’t 
know. Maybe not. I honestly think 
it’s pretty good, but it could be 
that somebody’s making a better 
one. Tell you what, though. Take 
it home and try it for a week or 
two. If you don’t like it, bring it 
back and I’ll return your money.” 


a I liked that kind of talk. No 
superlatives, no nauseous coaxing, 
no bombast, no frenzied high 
pressure. Wells made a sale. More 
than that, he won my confidence. 

For “fine institutional effect” 
exercise restraint in your adver- 
tising. Pack your copy with SELL— 
but talk with words of obvious 
truth, Remember that people 


+want to believe good things about 


your products. They want to be 
healthier, happier, more prosper- 
ous, more comfortable, more suc- 
cessful. They are receptive, eager 
for answers to their needs, prob- 
lems and hankerings. But don’t 
abuse their receptivity with pat- 
ently absurd superlatives. Re- 
straint, as many wise advertisers 
have found out, pays off—not only 
in immediate sales, but in con- 
fidence-building over the long 
haul. 


Molehills into Mountains 


Perhaps what is most deplorable 
is the common practice of drama- 
tizing molehills of inconsequence 
into mountains of consequence. Ex- 
ceedingly minor points of advan- 
tage are blown up out of all 
proportion to their real impor- 
tance. A terrific hullabaloo is made 
over the fact that Product A con- 
tains more (actually one-tenth of 
1%) of Ingredient X than com- 
petitive brands. Radio jingles an- 
nounce excitedly that Product B 
contains Novitex. Double-page 
spreads shriek to the world that 
Product B is Triple-Tested! 

Public estimation of advertising 
is hurt more than we realize, I 
think, by this absurd practice of 
shrilly dramatizing what are in 
truth only trifling points of merit. 

No business, whether it is a 
corner grocery or a big manu- 
facturing corporation, can survive 
and prosper if it does not enjoy 
fully the confidence of the con- 
sumer. Your advertising “fronts” 
for you; it is your public mouth- 
piece. Done with restraint, sin- 
cerity and dignity, it can have fine 
institutional effect. 


KNBH Gets More Sponsors 


Total of sponsored time on 
KNBH, NBC’s Hollywood tele- 
vision station, is now 32 spot an- 
nouncements per week, seven and 
one-quarter hours of teletran- 
scribed commercial programs, 50 
minutes of sponsored film shows 
and one 15-minute live show per 
week. Recorded shows recently 
signed include Motorola’s “Believe 
It or Not,’ and Firestone Tire 
& Rubber Co.’s “Americana.” New 
spot users are Chrysler Corp., 
Safeway Stores, Petrol Corp., Bor- 
den Milk, King’s Tropical Inn 
French dressing and Milliron’s 
Department Store. 


Florez Appoints Two 


J. O. Wilson, formerly vice- 
president of Caravel Films, Inc., 
in charge of the Detroit office, has 
been appointed a senior account 
executive of Florez, Inc., Detroit, 
promotional and training special- 
ist. Wallace Swanson, formerly 
a partner in William Scott Asso- 
ciates, Detroit, merchandising 
counselor, and sales promotion 
manager of Central Soya Co., Fort 
Wayne, Ind., has joined the edi- 
torial staff of Florez. 


Runs Wipe-On Campaign 

Embree Mfg. Co., Elizabeth, N. 
J., is running cooperative ads with 
local distributors in newspapers 
in Detroit, Philadelphia, Richmond 
and Toledo for Wipe-On, a plastic 
base coating for floors, furniture, 
linoleum, etc. Metropolitan Ad- 
vertising Co., New York, is the 


agency. 
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MAY GO NATIONAL—This 24-sheet poster showing in Chicago appears in a 

Chasedge Bounce frame—a paper frame giving a three dimensional effect. Chasedge, 

which has devoted 10% of its plant in support of the American Defense, Cancer, 

Red Cross and Crippled Children drives, operates only in Chicago but plans to go 
national soon. 


Grey Indicts Chains 
for Failure to Push 
Prestige Brands 


New YorkK—Grey Advertising 
Agency in its newsletter, “Grey 
Matter,” has charged chain 
stores with using national brands 
as fronts to build up store brands, 
with failure to sell national brands 
aggressively and with being bound 
by obsolete merchandising policies. 

Chain stores abuse advertising 
po icies, Grey said, by insisting on 
special allowances for advertis- 
ing and display, and using the al- 
lowances as extra discounts or for 
price cutting. 

The agency says chain invoicing 
and accounting for advertising is 
inept, and says chains persist in 
jamming window space and ads 
with products although advertis- 
ers pay for the space. 

Chains also try to chisel na- 
tional brands in buying, just as 
they do other brands, Grey charges, 
and also says sales personnel are 
privately told “to push store brands 
to the detriment of the manufac- 
turer’s brands.” 


m Grey says chains have a hard 
time switching to prestige brand 
promotion, because traditior vio- 
lently opposes it. “Many chain 
executives are firm in their con- 
viction that. the chain cannot pro- 
gress: when it puts emphasis on 
brands available in other outlets. 
That rift expresses itself in pas- 
sive resistance or subtle sabotage 
—and sometimes the sabotage isn’t 
too subtle!” 

The agency feels that chains need 
prestige brands as much as the 
manufacturers need them. It also 
feels that “robot retailing” puts 
emphasis on items which are pre- 
sold; therefore, prestige brands 
contribute to cutting time-per- 
transaction. Chains must develop 
cooperation, and establish better 
lines of communication with pres- 
tige suppliers, as well as better 
policing of their outlets, Grey as- 
serts. 


Schedule Radio Institute 


The eighth annual NBC-North- 
western University summer radio 
institute will begin June 27 and 
continue for six weeks. Twelve 
advance courses, six of which are 
devoted to video subjects, are be- 
ing offered. Don F. Feddersen, 
chairman of the radio department 
of Northwestern’s E£chool of 
Speech, and Miss Judith Waller, 
director of public affairs and edu- 
cation of the NBC central divi- 
sion, will be co-directors of the in- 
stitute. 


Unistrut Names Nickel 


Edwin A. Nickel, formerly sales 
and advertising manager of 
Mitchell Mfg. Co., Chicago light- 
ing company, has been named ad- 
vertising and sales promotion 
manager of Unistrut Products Co., 
Chicago, manufacturer of an all- 
purpose metal framing system. 


Gering Products to Kahn 
Gering Products, Inc., Kenil- 
worth, N. J., plastic molding pow- 
der and reprocessor of thermo- 
lastic scrap, has named Ira S. 
Kahn Co., Newark, to handle its 


advertising. Business papers and 
direct mail will be used. 


Strawbridge & Clothier 
Ad Personnel Advanced 


Frank R. Veale, advertising 
manager, has been named to the 
newly created post of sales pro- 
motion manager of Strawbridge 
& Clothier, Philadelphia depart- 
ment store. Dorothy Clutch has 
been appointed assistant sales pro- 
motion manager. Sophie J. Mit- 
chell, basement advertising man- 
ager, has been named upstairs 
advertising manager. Paul Segui 
has been appointed assistant ad- 
vertising manager and art director. 
Dorothy Young has been named 
assistant downstairs advertising di- 
rector. 


Launches Sales Campaign 
Hudson Pulp & Paper Corp., 
New York, distributor of Blue 
Ribbon gummed tape, has launched 
a 90 day sales campaign to promote 


the sale of Blue Ribbon super- 
standard gummed tape. Eligible 
salesmen will be awarded points 
for each carton of tape sold during 
the campaign. Accumulated points 
will be redeemable for nationally 
advertised merchandise. Homer J. 
Buckley & Associates, Chicago, is 
the agency. 


All-Scope Pictures Moves 


All-Scope Pictures, Inc., pro- 
ducer of educational and adver- 
tising films, has moved its gen- 
eral offices to 6305 Yucca St., 
Hollywood 28, Cal. 


115,503 TV Sets in Chicago 


The Electric Association, Chi- 
cago, reports that television re- 
ceivers installed and in use as of 
Feb. 28 within range of Chicago 
video broadcasting stations have 
reached a total of 115,503. 
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Paxson Agency Moves 

Paxson Advertising, Benton 
Harbor, Mich., has moved its of- 
fices from 607 Fidelity building to 
720 E. Main St. 
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MANDELL MFG. CO. 
356 W. Ohio St. SUperior 7-0545 
CHICAGO 10, ILL. 
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We offer you a “package deal” in the production and use of 


ELEVISION ADVERTISERS 


— 


‘VISION DEPARTMENTS 


your television commercials on film. 


Here’s how the deal works: 


Our Member Companies’ 30 years of experience in producing 
Spot Movie Ads are your assurance of getting the maximum 


In our modern film production studios, we will 
“shoot” your commercials in a way that will per- 
mit their use for television and also their use on 
the screens of movie theatres. 


You arrange your own television station contracts 
and we will arrange (through your Agency) to 
show your commercials as Spot Movies in any 
one or all of the 13,000 theatres that screen Spot 


Movie Ads. 


The advantages of this “package deal” to you are 
that you reach more people with your commer- 
cials on film and, at the same time, reduce the 
production cost-per-showing of each film. 


return from your film ad expenditures. 


Write or telephone us today. All recognized advertising agencies 


will be fully protected. 


"eons 


"SCoccesnasesaesase® 


VIE ADVERTISING BUREAU 


NATIONAL OFFICES 


NEW YORK CHICAGO NEW ORLEANS 
r 70 E. 45th St. 333 N. Michigan Ave. 1032 Carondelet St. 
*) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 Phone; Magnolia 4545 
KANSAS CITY CLEVELAND SAN FRANCISCO 
2449 Charlotte St. 400 Leader Bidg. 870 Market St. 
“ Phone: Harriton 5840 Phone: Main 9333 Phone: YUkon 6-6164 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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Sets Heirloom Drive 


Oneida, Ltd., Oneida, N. Y., will 
launch a campaign this June to in- 
troduce the new Heirloom sterling 
silver pattern, “Lasting Spring.” 
Ads will appear in Better Homes 
& Gardens, Bride’s Magazine, Har- 
per’s Bazaar, House & Garden, 
House Beautiful, Ladies’ Home 
Journal, Mademoiselle and Vogue. 
J. Walter Thompson Co., New 
York, is the agency. 


To Van Diver & Carlyle 


E. F. Houghton & Co., Philadel- 
phia, oils, leathers and metal 
working products, has appointed 
Van Diver & Carlyle, Philadelphia, 
to handle its advertising. Roche, 
Williams & Cleary, Philadelphia, 
previously had the account. 


Florida Court Rules 
State Fair Trade 
Law Unconstitutional 


TALLAHASSEE—The Florida Su- 
preme Court on April 7 voided 
a state fair trade law under which 
a manufacturer was allowed to 
set a minimum price for his pro- 
duce. The 1939 law was ruled un- 
constitutional by a six-to-one vote 
of the court. 

Under terms of the law, a man- 
ufacturer was authorized to en- 
ter a contract with one retailer on 
a minimum price for a trade 
marked product and enforce that 


price upon all other retailers. The 


3,000 


full color. 


post cards 


SHO 


Lupnoved, methods cul 
Color, reproduction wail 


Made direct from Kodachrome by | 4-color 
deep etch lithography. Proof for color O.K. 
Virtual camera-like definition. 
1,000 in quantity. 
same methods for displays, brochures, etc. 
Prices and samples on request. 


Transcolor Corporation, 527 Lexington Ave., New York 17 


Esso @ Coty @ Macy @ Singer @ Nestle’s @ Dell Publ. @ Grace Line 


$7.50 per 
Larger size work by the 


Florida decision reversed the 
trend of a long series of decisions 
in other states and federal courts 
upholding similar acts. 

The court said that the act is 
“arbitrary and unreasonable and 
violates the right to own and enjoy 
property; one economic group may 
not have the sovereign power of 
the state extended to it and use 
it to the detriment of other citi- 


“zens.” 


The court said the record also 
showed that Continental Distilling 
Corp., a party in the suit, was a 
unit of four distilling corporations 
which seek to create monopolies 
in alcoholic beverages “fixing 
prices and wholly stifling com- 
petition.” 


Universal Schedules Drive 
for Speedliner Ranges 


Landers, Frary & Clark, New 
Britain, Conn., will launch a cam- 
paign this spring featuring “Con- 
trol-O-Matic” cooking in its 1949 
Universal Speedliner ranges. Ads 
will appear in Better Homes & 
Gardens, Farm Journal, Good 
Housekeeping and The Saturday 
Evening Post. 

More than 1,000 outdoor posters 
in 134 cities will feature the 
ranges. Dealers also will schedule 
local newspaper advertising. Goold 
& Tierney, New York, is the 
agency. 


Of course, you'll still see millions of vacationists, 
for Florida will always be the nation’s playground. 


But you'll discover also an amazing increase in 
industrial production, acres and acres of new agri- 
cultural development, and thousands of new busi- 
nesses, large and small — all creating steady, 
substantial payrolls right around the calendar. 


Advertisers who have taken this second look at 
Florida have found out three important things: 


One: Florida is one of the fastest-growing year 
‘round markets in the country. 
Two: Florida is one of the nation’s finest “test- 


ing grounds” 
merchandise. 


Three: In Florida, you can reach more families 
with more money to spend—at less cost 
—through the pages of Florida’s three 


big morning dailies.* 


Take another look at FLORIDA—now! 


for nearly every type of 


Af thes “MY 


Y 
79 


1948 PLUS FACTORS” 


FOR FLORIDA 


Florida’ s sound, steady growth 
continued in 1948 — with 
gains in all of the following 
important economic indices: 


*Florida’s three leading morning newspapers give you saturation circu- 
lation in the 3 major markets—Miami, Jacksonville and Tampa—and 
from 20 to 100 per cent family coverage in 45 of Florida’s 67 counties 
where 78 per cent of Florida’s effective buying income is concentrated. 


FLORIDA TIMES-UNION 


MIAMI 


Jacksonville - National Representatives-Reynolds-Fitzgerald, Inc., Jann & Kelley, Inc., Atlanta 


TAMPA MORNING TRIBUNE 


National Representatives - Sawyer-Ferguson-Walker Co. 


HERALD 


National Representatives Story, Brooks & Finley, inc., A. S. Grant, Atlanta 


side the agency all the time. 


answer that not one person, 


justifying its 15% “on top.” 


champagne level. 


Teleradio Mans Corner 


- Last issue, we alluded to “package” programs whose prom- 
inence coincided with the conspicuous war and postwar 
slump in radio showmanship within advertising agencies 
themselves. Our point was that agencies might be smart to 
give their own staff employes a financial stake and a guar- 
anteed continuing royalty on programs, rather than go out- 


Let that simmer. Of course, it isn’t simple. Agencies will _ 


within the shop. Still, this does not invalidate the point 
we’re making, which is that the outside “package” breeds 
a number of undesirable in-agency attitudes. 


One hears whispers of this or that agency getting a radio 
account by waiving its 15% on talent, taking commission 
only on the time. Spelled out bluntly, the agency acknowl- 
edges that with a “package” program involved, and special 
| fees, the agency has no claim on the “artistic” side. 


You can go further and get in deeper. Take the familiar 
instance of an agency which contracts for a “package” and 
then, out of self-consciousness, begins changing the “pack- 
age” just for the sake of doing something, anything, and 


Finally, an eyebrow-raising point. The peddlers of pack- 
age programs have an overwhelming motive of self-in- 
terest with which to ingratiate themselves and bring radio 
department boy scouts under personal obligation. Let us not 
mention the ugly and perhaps unjustified word “kickback.” 
Still, it doesn’t have to be in cash, or tires. It can be in fre- 
quent entertaining at race tracks and night clubs on a 


This is always true: Whatever agencies do or don’t do, 
the client either benefits or loses. That thought brings all 
considerations within the frame of pertinence. 


but many, work on a show 


KGO.-TV Telecasts 
to Go on Air May 5 


San Francisco—Station KGO- 
TV, this city’s second television 
station, will begin commercial 
programming on May 5, Robert E. 
Kintner, executive vice-president 
of American Broadcasting Co., has 
announced. 

Regular program service, Mr. 
Kintner said, will start at 7:15 
p.m., PST, on that date, with a 
15-minute dedicatory program, fol- 
lowed by a half-hour variety 
show sponsored by Thompson & 
Holmes Ltd., Philco distributor 
for northern California. 

At 8 p.m., KGO-TV cameras 
will pick up the baseball game be- 
tween the Oakland Oaks and San 
Francisco Seals in Oakland. Ex- 
clusive television rights to the 
home games of the Oaks, last sea- 


son’s Pacific Coast League pen- 
nant winner, have been acquired 
by the station, Mr. Kintner said. 
The baseball telecasts will also be 
sponsored by Thompson & Holmes 
and Philco. 

KGO-TV’s schedule calls for 
nightly programming, Tuesday 
through Saturday. KGO-TV will 
be the fourth ABC television sta- 
tion placed in service during the 
past year. A fifth, KECA-TV, will 
begin operations in Los Angeles 
soon. 


Hague Joins Rickard 

William E. Hague, formerly in- 
dustrial advertising editor of Tide, 
has joined the creative staff of 
Rickard & Co., New York. 


Lipson Appointed A. M. 
Joel Lipscn has been named ad- 


vertising manager of Philadelphia 
Leather Goods Corp., Philadelphia. 


All Around 


600 WEST VAN 
CHICAGO 7, 


Au around experience is a prime requisite in the 
production of fine printing plates. Our management 
has had 45 years’ experience in all phases of the Graphic 
Arts Industry. We know we can give you satisfaction. 


ILL. 


Experience 


Color. 
Process Plate 


Specialists 


BUREN STREET 
STate 2-5367 
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Stronger Demand 
for Autos; Some 
Easier to Buy 


Detroir—Warmer weather and 
the modification of credit buying 
controls have reacted favorably on 
both the used and new car markets, 
a survey by AA of the automobile 
capitol reveals. 

First of the producers to an- 
nounce a definite upswing in bus- 
iness was Hudson Motor Car Co. 
George H. Pratt, Hudson vice-pres- 
ident in charge of sales, in reveal- 
ing that Hudson sales were uv 55%, 
said “everything points to a splen- 
did sales year in 1949, but a nor- 
mal one. April, May and June 
should be rather outstanding 
months.” 


w Used car dealers along Liver- 
nois Ave., the used-car capital of 
the nation, reported that cars were 
beginning to move in volume for 
the first time in six months. 

The major lots doing both a 
wholesale and retail business 
agreed that used cars in the $1,200 
to $1,500 bracket are in strong de- 
mand; cars in the $1,500 to $1,800 
class are picking up, while cars 
above $2,000 are “colder’n ice.” 

Last year used-car dealers in 
the nation, 43,000 of them, spent 
an estimated $225,000,000 in ad- 
vertising, and from the best es- 
timates this year’s volume will in- 
crease to around $250,000,000 to 
possibly as high as $275,000,000. 

Whereas the average advertis- 
ing cost per used car in 1948 was 
$15, this amount is expected to risé 
this year as the dealers enter into 
varying degrees of competition to 
attract buyers. 


s All the major automobile man- 
ufacturers have stepped up produc- 
tion in anticipation of a great 
buying splurge. 

They are preparing for the 
spring market. Traditionally, 48% 
of all new cars are sold during 
March, April, May and June. At 
the last report, the dealers of the 
nation had an average backlog of 
11 cars on hand each and the opti- 
mistic manufacturers feel this is 
too small to accommodate expected 
demand. 

Dealers, however, are becoming 
excited in some instances and the 
long present rumors of high- 
priced new cars being offered at 
discounts were verified last week 
for the first time. 

Bert Baker, one of the largest 
wholesale and retail dealers in the 
country in used cars, said he had 
been offered new cars from $200 
to $1,000 off list price, depending, 
of course,'on the type of auto. 

“It’s not a trade secret any long- 
er,” Baker said. “The dealers are 
getting jittery and are willing to 
turn over their stocks at small 
profits.” 


a Mr. Baker attributed the har- 
assed position of some of the new- 
car dealers to the policy of man- 
ufacturers of forcing new cars on 
dealers, even though the dealers 
already have surplus stocks. 

Among cars which Baker says 
are available to him and other 
used-car dealers at discounts are 
Lincolns, Buick Roadmasters, Hud- 
sons, Packards, Nashes, Mercurys 
and Studebakers. He said the only 
new cars bringing premium prices 
on the used-car lots are Chevro- 
lets, Plymouth sedans and the “62” 
Series Cadillacs. 


we At the same time, manufacturers 
are burning midnight oil giving 
serious study to the possibility of 
being on the market with the first 
$1,000 auto. 

Plymouth stole the march on its 
competitors when it introduced 


recently an 111” wheelbase “econ- 
omy” job. President K. T. Keller 
of Chrysler Corp. said frankly at 
the time that his firm didn’t know 
which way the market would turn 
and had prepared itself against any 
eventuality. 

Kaiser-Frazer may hit the mar- 
ket with a car in the $1,000 to $1,- 
200 bracket before mid-summer. 
Last August, Henry J. Kaiser, 
chairman of the board, revealed 
that the corporation had working 
models and was prepared te “put 
the car on the market when there 
was sufficient demand for it.” 

He emphasized at that time that 
the K-F “economy” car would be 
a full-size auto without the frills 
and said it was planned as com- 
petition for Plymouth, Chevrolet 
and Ford. 

For the time being, at least, Ford 
and General Motors have shelved 
their plans for a model smaller 
than their current models. 

At least one manufacturer, 
Packard, will unwrap new models 


within the next few weeks, and 
this new auto will be supported by 
Packard’s greatest advertising 
drive, it was reliably reported. 


Supertest Appoints Stambach 


W. F. Stambach has been ap- 
pointed general sales manager of 
Supertest Petroleum Corp., Lon- 
don, Ont., succeeding R. E. Mc- 
Kinney, who will direct a distri- 
butorship of the company’s pro- 
ducts in western Ontario. Mr. 
Stambach has been with the com- 
pany for 21 years. 


Babee-Tenda to Schulhoft 


Babee-Tenda Sales Agency, New 
York, has named Marcel Schul- 
hoff & Co., New York, to direct 
its advertising in the metropolitan 
New York area. 


Prater Names Aubuchon 


Cliff W. Aubuchon, formerly 
with Gardner Advertising Co., has 
been named an account executive 
- Prater Advertising Agency, St. 

uis. 


Hughes Appointed A. M. 


Jack P. Hughes, formerly with 
National Business Publications, 
as Montreal representative of 
Canadian Mining Journal, has 
been named advertising manager 
of Forest & Outdoors and Wood- 
land World, published by Cana- 
dian Forestry Association. He will 
— his headquarters in Mon- 
real. 


Auto-Lite Appoints McLean 


J. Roy McLean, formerly with 
Exide Batteries of Canada, has 
been appointed sales manager of 
the Auto-Lite battery sales divi- 
sion of Auto-Lite Batteries of 
Canada, Toronto. 


Cuts Telecasting Schedule 


Effective April 15, KTSL, Holly- 
wood, will telecast only five nights 
a week, “in accordance with cur- 
rent summer television trends.” 
Tuesday and Wednesday telecasts 
will be dropped in the move, leav- 
ing the station with about 20 hours 
a week on the air. 


Win $$$$ in CONTESTS | 


Read these 10 actual winning entries in recent 
national Oxydol, Safeway, Presto, Lever etc. I like 
° because contests. You really will win top 


awards. By following slants indicated, you'll win 
as I have. Send $2. check, m.o. for my 10 latest 
entries that won big prizes, proof of wins, info on 


many contests now open... never before 
pub. Fortune awaits admen. Honestly worth 
more than $2. investment. You'll be glad 
you got this. ‘4A Adman’, Box 7329, AD- 
VERTISING AGB, 11 E. 47 St., New York. 


Offers the advertiser more 
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for his daltar than any other “S27 
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GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


SE HABLA ESPANOL 9 
MORE AND MORE American businesses—among them 
better than a dozen BBDO clients—are now telling 
their product and institutional stories in other 
countries. Media available include radio, minute 
movies and posters, as well as magazines and 
newspapers. Advertisement shown is one of a 
Spanish-language series for Du Pont, being seen 
in Latin America. Ad also runs in Portuguese. 


SLICK CHICK @ 


CLIMAXING SUCCESSFUL test campaigns on the Pacific 


% 
¥ 


by ie 
(eas 
yo , CARAMER 


Coast and in Texas, initial national advertising 
for Glass Gloss will appear this month. To capi- 
talize on its sponsorship by Bon Ami, the famous 
little "non-scratching chick" has been animated 
in the full-color announcement ads. Insertions 
are scheduled for Life and women's service 
magazines, backed up by radio and newspapers. 


NEW YORK + 
CHICAGO + 


BOSTON * 
MINNEAPOLIS «+ 


DE SOTO STORY fe 


signed with YOU in Mind"—is 


increasingly competitive market, and copy pulls 
no punches. Other media used include newspapers, 
posters, radio and television. Advertising for 
De Soto is prepared by BBDO New York and Detroit. 


BIGGEST SMALL BOAT news since the invention of 
the outboard is the Scott—Atwater SHIFT. When 
this new line of gearshift motors slid down the 
ways at the New York Boat Show, booklets prepared 
by BBDO Minneapolis were snapped up at the rate 
of 3,667 a day. Sales to distributors have had to 
be allocated. Response to first advertisements 
indicates a big shift to Scott-—Atwater in '49. 


A BRILLIANTLY STYLED new car deserves exciting 
advertising, and De Soto gets it in this full- 
color magazine campaign. The theme—"The Car De— 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


PITTSBURGH * CLEVELAND * DETROIT 


HOLLYWOOD * LOS ANGELES 
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Tide Water's Sports 
Hook Up 153 Stations 


One-third of Ad Budget 
Goes to Sportcasts of 
Football and Basketball 


By ELiis WALKER 


San Francisco—“‘On the high- 
way, on the air—Play ball with 
Associated!” 

From September to April every 
year, this clarion call rallies 
several million football and bas- 
ketball fans in the 11 western 
states round their radio sets. It’s 
the rousing cheer of the famous 
“Associated Sportcasts,” sponsored 
by the western division of Tide 
Water Associated Oil Co. 

Associated has just closed its 
23rd consecutive year of sport- 
casting. The Associated lineup of 
1948-49 undoubtedly ranks close 
to the top among America’s most 
pretentious sports broadcasting 


ener - 


FOR Your DIESEL PRODUCTS 


* Complete coverage of a 
big Diesel industry where pur- 
chases are now being made 
for more heavy equipment. 


Edited and Published by REX W. WADMAN 


2 WEST 457TH ST NEW YORK 19, N Y 


programs. So ADVERTISING AGE 
thought it might be interesting 
to take a look at its mechanism. 

This involved a visit to the sales 
promotion and advertising office 
on the fourth floor of the Tide 
Water Associated building here at 
79 New Montgomery St. 


s At first your reporter thought 
he’d gotten into the confines of 
New York’s Madison Square Gar- 
den or San Francisco’s Cow Palace 
by mistake. The basketball season 
just: finished was still much in 
evidence around the office. Staff 
members, several of whom look 
as if they’d just recently retired 
from a college gridiron or basket- 
ball floor themselves, were knee 
deep in statistical compilations 
and season records. Broadcast 
charts covered the walls. And from 
various corners came mutterings 
about “Loyola’s center will be 
back next year” and “watch Wash- 
ington in 1950.” The place was 
steeped in sports. 

Soon we located the mainspring 
behind all this activity. 

He is one Har- 
old R. Deal, the 
baldish, ebullient 
advertising direc- 
tor for Tide Wa- 
ter Associated. 
Hal Deal has oc- 
cupied this post 
since 1929. He 
started with the 
company in 1921 
and was assistant 
advertising man- 
ager when Asso- 
ciated broadcast its first baseball 
game back in 1926. 

He’ill admit that he practically 
eats sports, along with advertising. 
At one time, he dabbled in semi- 
pro baseball and played on various 


Harold Deal 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 


“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 


me 


amateur basketball teams. Prob- 
ably no one on the West Coast is 
intimately acquainted with more 
sports figures. 


es Hal has made a science of 
sportcasting and has investigated 
its every ramification. Broadcasting 
men around the country have prof- 
itted from more than one practice 
put into use by Hal’s staff of sport- 
casters and commentators. 

The same thing goes for Hal’s 
fund of information about western 
radio stations, their coverage and 
audiences. He personally works 
out all details of Associated’s com- 
plete coverage of western college 
football and basketball games. The 
“Associated Network,” for in- 
stance, is a unique device ar- 
ranged by Mr. Deal to give his 
company a complete regional radio 
station chain where one did not 
exist under conventional station 
hook-ups. 

During the 1948 football season 
(Sept. 17 to Dec. 11), Associated 
broadcast a total of 107 games. 
This does not include the Shrine 
East-West classic and six games 
at Loyola of Los Angeles, which 
also were televised. To carry the 
sportcasts of the 107 games, Asso- 
ciated used 153 radio stations. A 
breakdown shows 5 stations used 
in Alaska; Arizona, 11; California, 
56; Hawaii, 6; Idaho, 14; Montana, 
4; Nevada, 5; Oregon, 22; Utah, 7; 
Washington, 18, and Wyoming, 5. 


s To show how complicated this 
can get, take two or three typical 
weekends during the season. 

On Saturday, Oct. 23, five games 
were broadcast over as many dif- 
ferent “Associated networks.” 
These included the Stanford- 
Southern California tilt at Palo Al- 
to, carried by 30 stations; Oregon 
vs. Washington State at Eugene, 
27 stations; UCLA vs. Oregon 
State at Los Angeles, 11 stations; 
Washington vs. California at 
Seattle, 19 stations; Idaho vs. 
Montana at Moscow, 10 stations. 

For the Pacific Coast’s four 
traditional “Big Games” played 
on Nov. 20, Associated used 122 
stations in the four separate net- 
works. The California-Stanford 
game at Berkeley was broadcast 
over 53 stations. Nineteen stations 
carried the Associated sportcast 
of the Oregon-Oregon State battle 
at Corvallis; 28 stations aired the 
USC-UCLA fracas at Los Angeles, 
and 22 stations were in the net- 
work carrying the Washington- 
Idaho struggle at Seattle. 

Associated employed 84 stations 
for its description of the Southern 
California-Notre Dame tilt on Dec. 
4. In one weekend last season 
(Friday, Saturday and Sunday), 
Associated sportcasts were made 
of 12 games. 


s Handling activity like this re- 
quires a lot of planning. Although 
you would never get him to admit 
it, Hal Dean is the man who does 
most of the planning, too. Any 
member of his staff will affirm 
that statement. 

Hal, who lives in Oakland and 
is a past president of both the San 
Francisco Advertising Club and 
the Advertising Association of the 
West, has been steering Asso- 
ciated’s sportcasting program prac- 
tically from its inception. “We’re 
all pretty wrapped up,” he told 
your reporter, “in this job of bring- 
ing vivid descriptions of the games 
to millions of fans who can’t follow 
in person their favorite teams in 
action.” 


s “Associated spends a little better 
than 30% of its total annual sales 
promotion and advertising budget 
on the sportcasts,” Hal explained. 
“Of course, we’re the first to ad- 
mit the impossibility of showing 
where we receive real dollars-and- 
cents value for much of the ex- 
pense. Based on cold commer- 
cialism, many of the communities 


shy 
ie 


served by the broadcasts by no 


sreeorenets were tee a 


OUTDOOR PALS—These 24-sheet posters promote attend 


SPN Ps ger aera aa” “hm, Pere eae 


Usten to "ASSOCIATED 


PRESENTED BY ei 


Advertising Age, April 18, 1949 


WR 


= 
Dh 
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at western college 


football games, plus sale of Tide Water Associated Oil Co. products and its 
myriad of sportcasts. 


stretch of the imagination hold a 
business potential for our com- 
pany to justify buying the neces- 
sary radio time. 

“But we know, from 23 years’ 
experience,” he continued, “that 
the program is worth every penny. 
It really pays off in the over-all 
good will it creates. 

“The thrill and satisfaction it 
gives all of us here at Associated 
to provide this public service is 
worth something, too. For instance, 
last fall a radio station was fi- 
nally built at remote Elko, Nev. 
It was completed barely in time to 
carry our sportcast of the Southern 
Cal-Notre Dame game (Dec. 4), 
the last football sportcast of the 
season. You should have read some 
of the hundreds of cards and letters 
we received from people around 
Elko, thanking us for letting them 
hear their first broadcast of a 
football game.” 


a Under Hal’s direction, it has 
become standard procedure on the 
Associated sportcasts to avoid men- 
tion of any distasteful occurrences 
at games. Special announcements 
on behalf of all public service cam- 
paigns are given during sportcasts. 
And Associated has installed pub- 
lic address systems and electric 
sports timers in many of the major 
stadiums and fieldhouses of the 
West. 

The sportcasts require the ser- 
vices, in addition to Mr. Deal, of 
eight fulltime personnel in Tide 
Water Associated’s advertising and 
sales promotion department. About 
15 sportcasters and 25 commenta- 
tors serve as Associated’s staff 
for the actual broadcasting of the 
football and basketball games. 
Jack Shaw, Mr. Deal’s assistant, 
heads the staff of sportcasters. 


Records of Associated’s orig- 
inal beginnings in the field of 
sports broadcasting are dim. But 
company old-timers agree that it 
probably started with the broad- 
casting of a few baseball games 
around San Francisco in the sum- 
mer of 1926. First contracts on re- 
cord are those for presentation of 
home games in the 1927 season 
of the San Francisco Seals and Los 
Angeles Angels. These broadcasts 
were carried by KPO in San 
Francisco and KFWB, Los Ange- 
les. 

In 1928, having turned to the 
collegiate fields, Associated spon- 
sored broadcasting of 28 football 
games over five western stations. 
Thirty-nine games plus the Shrine 
East-West classic on New Year’s 
Day were aired during the 1930 
football season. In 1933, Asso- 
ciated signed an agreement with 
the Pacific Coast Conference for 
exclusive rights to broadcast foot- 
ball games of member schools. 

During the 1948 season already 
mentioned, Associated broadcast 


‘games of the University of San 


Francisco, St. Mary’s, Santa Clara, 
Portland University, Loyola of 
Los Angeles, University of Nevada 
and the University of Utah, in ad- 
dition to the ten Pacific Coast Con- 
ference schools. 


ws Associated presented sportcasts 
of 252 games involving these same 
17 schools during the 1948-49 
basketball seasons. Sixteen inde- 
pendent stations, plus the facili- 
ties of the Intermountain Network 
of Utah, were utilized to carry the 
broadcasts to fans in Oregon, 
Washington, Idaho, Utah, Nevada 
and California. 

In addition, Associated used a 
Pacific Coast network for the 


207 N. MICHIGAN AVE., 


CHICAGO 1 


FRANKLIN 2-5854 


lollins 
Mier and 


Mtchings 


INCORPORATED 


clope 


them 


urge 
catio 
and 


, ——— Pe | 
4s ee a | } 

: ' . Se Adv 
4 | ( a monet a a és _ We a) | = 

- es - 7? FLY! | me 

' mes ee A ver: 

| WATER ASSOCIATED O1L COMPANY | tion 

: meaner Mac 

Z Kaas ae mor 
SS } =, SP ts ciat 
. ee and 
_ ee 
in | touz 
a ; 18-] 

cial: 

) its 
- | ball 
5 : | quir 
ke as hou! 

: : ee ciate 

L os eer me meme men 

i SS 8, only 
| bi | pe 

el 
| Tee ESE, time 
a aay A 
|6—ClhsgwgXw PROG Ree thei 

| ESs paus 

; peri 

| time 

& ae A 

i B | folle 
| t avai 
— - uy ing MARKETS “Fre 
2 ' ' thus 
; form 
‘ wan 
a | ae 
4 the ] 
— most 
: __ so 
q ; ye 
‘?- De 
| Link 

it \ aliti 

? alitic 

. ens | ) 

= pans ES \ | a 

ss ead \ wae 44 casts 
. o r \ eeeeeses 
xf ‘ \eee s 
: | the \ aaa eeees a Ei 
| News Bett seast 
iy . (4 ] Beet stall 
- ae = 
us ° zone fami yes po nod 
: city news \ = 
: a BUFFALO EVENDE - | ever. 
| ge nme brs 
& Be = a ee e] 
an Uy ert scrip 
a Stee aw ub \ p 
aan iaseecenecsts / sé \ and 
3 sseaeee ees | \ ae tray 
me Ser | — a 
e or} saeee sun "Ss techi 

: a eoeaaset a @ / = len a ei — 
as sees é i. IS eee i : broa 

: ace | a Va 
S \ ayesess . \ gl coac] 

EWS \ : and 

ee oe nett ts ee - 

«| fess BUFFALO pyens® = \l 3 | | aa 
a “see iti Re seasc 
a / asses a . bring 
fs ou aaa : | ie 
i \ ee ; . | 
e 1é ise | ; | oo 
2 @ W 2 | ; . | = 
= | = ; - 4 b caste 
te a ‘ , i | the | 

om . 
ey u \ year 
- ..- ‘ . | conte 
are! aa : ‘? 

‘ : a , : yn 
is ° _-ree Th yuee % | ; 
% = ert +) ‘ mi ciate 
é euseasuse anne : | = 
. ——— ) on 
eee ee ‘ / ran 
: eC | | 7 
i LL ; te ; / ence. 

a Be pia a 
ee: 3 ifies 
Rergwncr se We ae 38 a es att AM | Du 

Oyen ee : ha iui ees 2) (es tes me oe Ges oe aes ee : : ERICA’ ~ 
oe sheds ia ae naa taly EA RN S FINEST PHOTO-ENGRAVING P pees 


> ae ee Ve 


> we Tee eS eS  Celc( itll 


_ ss 


we 


IT eT FlUlme CU 


[TY reo i 2 i | 


st iho RE SL 


Advertising Age, April 18, 1949 


three-game play-off (March 11, 
12 and 14) between UCLA and 
Oregon State for the PCC cham- 
pionship. Direct live broadcasts 
from New York back to the Inter- 
mountain Network and KROW, 
Oakland, were made of the Uni- 
versity of San Francisco and Uni- 
versity of Utah games in the Na- 
tional Invitational Tournament at 
Madison Square Garden last 
month. At the same time, Asso- 
ciated also presented over an 
eight-station network in Oregon 
and Washington the games played 
by Oregon State at the NCAA 
tournament in Kansas City (Mar. 
18-19). 


s As to the amount of commer- 
cials used by Associated during 
its sportcasts, the average foot- 
ball sportcast, for example, re- 
quires two and three-quarters 
hours of broadcast time, and Asso- 
ciated’s commercial announce- 
ments, on the average, require 
only five and a half minutes of 
this amount. This is only slightly 
over 3% of the total broadcast 
time. 

Associated sportcasters insert 
their commercials only at definite 
pauses in the game, such as rest 
periods between quarters or long 
time-out periods. 

A typical commercial, like the 
following, stresses some service 
available at Associated dealers: 
“From all over the West come en- 
thusiastic reports of better car per- 
formance with Flying A Ethyl 
gasoline. Quicker starts... faster 
warm-up ... smoother, faster pick- 
up...more power on hills... all 
the performance features you want 
most, people are getting with Fly- 
ing A Ethyl gasoline. Try it in 
your car, old or new. At helpful 
Associated dealers.” 

Don Wilson, Ken Carpenter, Art 
Linkletter and Ernie Smith are 
among outstanding radio person- 
alities who at one time or an- 
other regularly officiated at the 
microphone for Associated sport- 
casts. 


a Each year before the football 
season opens, Hal Deal calls his 
staff of sportcasters and commen- 
tators together in San Francisco 
for a two-day conference. At this 
meeting, the sportcasters and 
everyone connected with the 
broadcasts check presentations of 
the previous season’s games. Tran- 
scriptions are used for this purpose, 
and a fine-tooth critique of the 
broadcasts is made. In this way, 
Hal helps the sportcasters iron out 
technical difficulties. and con- 
stantly improve quality of the 
broadcasts. 

Various West Coast college 
coaches also attend the meeting 
and give pictures of their respec- 
tive teams’ strength for the coming 
season. Officials and rules makers 
outline changes in the rules and 
bring sportcasters up to date on 
such items as referees’ signals, 
etc. 


# Still not satisfied, Hal Deal goes 
a step farther to provide his sport- 
casters and commentators with all 
the background information they 
may need during the season. Each 
year he issues a big manual which 
contains almost every conceivable 
fact about the 17 schools on Asso- 
ciated’s sportcast schedule and 
their opponents for the season. 
The 1948 “Football Data Book” 
ran to 177 pages. With this ency- 
clopedia at their fingertips, Asso- 
ciated sportcasters never find 
themselves at a loss for interest- 
ing material to present their audi- | 
ence. 

A peek into the files of fan mail 
lauding Associated sportcasts tes- 
tifies to a tremendous following. 
Thousands of letters have come in. 

During the first part of each 
broadcast, Associated sportcasters 
urge listeners living near the lo- 
cation of the game to “drive out 


and see the game. If you can’t 


drive to the game, then settle back 
and enjoy this sportcast brought 
to you by your nearby Helpful 
Associated Dealer.” 


s Auxiliary promotion employed 
by Associated during the football 
and basketball seasons takes many 
forms. Every year since 1930, Asso- 
ciated has issued a vest-pocket 
schedule of all football games 
played in the West. The complica- 
tions involved in compiling this 
comprehensive schedule exhaust 
the efforts of Jack Shaw for about 
three months preceding its publi- 
cation. A half-million of the little 
booklets are distributed annually 
through Associated stations. 
During the 1948 season, Asso- 
ciated dealers gave away 14,000 
regulation Wilson footballs in a 
series of weekly drawings. Almost 
3,500 Associated dealer window 
posters are prepared weekly dur- 
ing the football and basketball 
seasons. These posters contain the 
week’s local schedules for each 


of six areas. 

Thousands of Associated foot- 
ball books, which explain the game 
and teach spectators how to enjoy 
watching it, have been distributed 
during the past few years. 

Associated maintains 17 film 
libraries. From them, service clubs, 
alumni groups and other organiza- 
tions borrow prints of the movies 
Associated collects of important 
games every season. Associated 
sportcasters are booked through- 
out the year for special speaking 
engagements before various civic 
groups and fraternal organiza- 
tions. 

The San Francisco office of 
Buchanan Co. is Tide Water Asso- 
ciated’s agency. 


Gets Luggage Account 


Royal & de Guzman, Advertis- 
ing, New York, has been retained 
to handle the advertising of Daisy 
Products, Inc., New York, manu- 
facturer of airplane and travel 
“luggage. 


McKinsey Appoints Sanders 


W. Murray Sanders, formerly 
with H. H. Pike & Co., sugar and 
commodity broker, has been ap- 
pointed marketing consultant to 
McKinsey & Co., New York, man- 
agement consultant. 


Bauer Appoints Miller 


David X. Miller, formerly art di- 
rector of Bert M. Sarazan and 
Robert Nathan, Inc., Washington, 
D. C., has been appointed art di- 
rector of Adrian Bauer Agency, 
Philadelphia. 
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o advertiser funnels all of his advertising dollars into one 


publication unless he’s mighty sure that publication gives him the greatest measure of advertising value. 


In the past year, 55% of Retailing Daily’s advertisers did just that. These 664 advertisers used 


Why? Because they’re convinced that the most effective way to reach and sell the nation’s home furnishings 
retailers is to let Retailing daily do the job alone! And they back up their confidence in 


THE NATIONAL BUSINESS 
DAILY COVERING: 


FURNITURE & BEDDING 
UPHOLSTERY FABRICS 
GIFTS & DECORATIVE ACCESSORIES 
CURTAINS & DRAPERIES 
FLOOR COVERINGS 

CHINA & GLASS 

LAMPS & LIGHTING 
HOUSEWARES 

MAJOR APPLIANCES 
RADIOS & PHONOGRAPHS 
TELEVISION 


Retailing with their entire advertising budget. 


RETAILING DAILY SHOULD BE NO. 1 ON YOUR LIST! 


A FAIRCHILD PUBLICATION « 7 EAST 12 STREET. NEW YORK 3.N.Y¥ 


> ... Retailing Daily... America’s No. 1 Home Furnishings Business Paper 
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Challenges Creative Man 
on Value of Reader Studies 


To the Editor: That Creative 
Man of yours belongs in the “Cor- 
ner” after his complaining article 
about the basing of advertisements 
on readership studies (AA, March 
28, Page 58). 

Let’s look at it this way: The 
Continuing Study of Newspaper 
Reading, for example, and other 
studies help the advertiser to take 
some of the guesswork out of his 
advertising. They furnish a guide, 
a “Voice of Experience,” by which 
he can see what has been done be- 
fore and what seems to have been 
most effective—best liked by those 
important people, the readers. With 
such reports he can compare the 
“good” with the “not-so-good” and 
can adapt some of the “good” to 
his own campaign. 


Then too, if the ad’s rating is 
higher than another, it at least 
has a chance of doing a better 
job than an ad not seen by so many 
people. 

The Creative Man mentions 
some “readership technique” ads 
that, he says, lack conviction. Has 
he never seen an ordinary ad 
which lacked conviction? Or 
punch? Have you ever “rushed 
right out to your dealer for a box 
of—” just because some “con- 
vincing” radio announcer ordered 
you to? 

On the other hand, havern’t you 
actually been convinced by some 
of those editorial style newspaper 
advertisements—the Betty Crocker 
or the Calvert series? 

Haven’t you noticed the small 
editorial style Grape- Nuts adver- 
tisements in The Saturday Eve- 
ning Post recently? I, for one, 


This department is a reader’s forum. Letters are welcome. " 


actually look for them and really 
enjoy their humorous approach in 
delivering a sales message. 

And the clever Goldberg Family 
television commercials, where Mol- 
ly’s window-sill flowers are grow- 
ing in a Sanka coffee can and 
where she confides in the listeners, 
telling them of the wonders of 
Sanka. 

Dear old Fibber McGee and Mol- 
ly are expert at getting their sales 
story across and making the public 
love it. (A special “listenership” 
technique.) What’s wrong with 
that? 

Salesmen are advised to tell the 
prospect what he wants tc know 
about the product in a way he’ll 
like it. So why not, in advertising, 
tell the story in the way the reader 
wants to have it. If readers like 
newspaper comic strips, for ex- 
ample (and they do), put some 
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newspaper advertising in comic 
strip form if the product is adapt- 
able to it. Certainly they’ll not 
say, “Oh that’s just another ad,” 
and flip over to the next page. 

Or.news photos. Or any other ef- 
fective technique. Why not use 
them? (Not everybody at the same 
time, please.) 

With a solid sales message and 
a proved, well-chosen readership 
technique, what can go wrong? 
Advertisers should benefit through 
research. 

GEorGE B. CHANDLESS JR., 
Bloomfield, N. J. 


Makeup Man Goes To It 

To the Editor: Add to your col- 
lection of “ad oddities” this make- 
up miscarriage by Simpson’s of 
London. Notice how the flare of 


FULL. FASHIONED 


the towel is almost perfectly 
matched by that of the slip. It 
couldn’t happen to a nicer firm! 
S. R. Bay tis, 
Director of Advertising, Kel- 
vinator of Canada, London, 
Ont. 


Debates the ‘Acceptance’ 
of Transcribed Shows 

To the Editor: As a subscriber 
who formerly invested much 
money in advertising, permit me 
to take issue with Mr. Crain (Foot- 
notes, AA, Feb. 28). Unquestion- 
ably, he must be an “insider,” es- 
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pecially when it comes to adver- 
tising by radio; I am unquestion- 
ably an “outsider.” 

I think I represent at the very 
least 50% of those whom radio 
considers its public. Mr. Crain 
says: “...there is no questioning 
the fact that listeners accept...” 
and cites the Bing Crosby show as 
an example. 

To me it is a horrible example! 
I’ve lost all interest in him and 
his recorded shows. Even his 
change of attitude due to the in- 
fluence of the disc is quite notice- 
ably mirrored in his style and 
spoils everything connected with 
the program. 

Occasionally, yes, the public 
will accept a recorded program— 
recorded of necessity—as in the 
case of the recently recorded pro- 
grams of Bob Hope and Gary 
Moore. But as a steady diet they 
are as interesting and attractive, 
compared to a “live” show, as 
canned shrimp are in palatability 
to fresh shrimp (ask any South 
Louisiana housewife about this). 

THOMAS F. GESSNER, 
Hammond, Ind. 
ges 


‘Babe in the Biz’ Raises 
Agency-Client Questions 

To the Editor: Can the merest 
babe in this biz raise a plaintive 
wail about this agency-client re- 
portage? Sounds quite like the 
Battle of the Sexes, with all apolo- 
gies to Mr. Thurber; basic, un- 
solved problems getting no better 
in marriage! 

Has the.Four A’s outfii ever 
really circularized would-be ad- 
vertisers or business men in gen- 
eral with some solid reading about 
what an agency is and does? The 
replies from advertisers seem to 
indicate they never caught on to 
this promotional activity in the 
slightest or learned what it should 
and could do for them. What may 
have been termed failure by the 
advertiser could have been some- 
thing else—and how did the ad- 
vertiser measure results in the first 
place? Seems the haphazard choice 
of agencies points to a complete 
ignorance of the profession in gen- 
eral and discounts any opinions 
concerning “good” or “bad” adver- 
tising practice. 

And here’s a f’rinstance—the last 
quoted automotive men said, like 
all employers before them: “Ex- 
perience indicates that it takes six 
months to a year before a man— 
or an agency—is of real value to 
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us.” 

Now, any bright employe of 
anybody’s button factory will say 
right here and now that this stand- 
ard quote may be reversed to read: 
“And it took just that long before 
1 was able to get across an opinion 
that occurred the first day in this 
place!” Perhaps the six months 
period was just long enough for the 
agency to lose their perspective, 
huh? Maybe the auto “merchan- 
dising” (sotto voce: do the auto 
guys call that piracy merchandis- 
ing—really!) should have been a 
la soap merchandising or food 
merchandising or any other suc- 
cessful approach. 

Basically, as any fool can plainly 
see, no matter how high up we may 
get in this silly old business world, 
we are all of us just copywriters, 
accountants or salesmen or such. 
And even if we get to be a v. p. or 
prez, most of us seem to retain the 
old thinking machinery that made 
us such. Or so the profiles in the 
slick business magazines seem to 
prove—and, therefore, a bit of out- 
side talent is always needed to get 
us along the way whether it be 
agencymen or whoever—huh, 
maybe, huh? 

EDWARD J. CARLIN JR., 

The Copycrafter, Philadelphia. 


Williams Is Willing 

To the Editor: Would you kindly 
inform the “firm in the automotive 
field” mentioned in your article 
“New Agencies ‘Better,’ Advertis- 
ers Believe” in the March 28 is- 
sue, Page 44, that we would be 
very glad to work for them six 
months on a “no-profit basis.” 

We’ve had advertising exper- 


ience in the automotive parts 
field. 
J. D. WILLIAMS, 
Trenton, N. J. 
aes 
AFA to Make ‘Pattern’ 
of Grand Rapids Forum 


To the Editor: In behalf of the 
Advertising Club of Grand Rap- 
ids, I want to thank you for the 
fine news coverage your publica- 
tion. gave to the advertising 
“Forum for ’49,” which was held 
in this city Jan. 21, under the aus- 
pices of the club. 

Due to the outstanding success 
of this forum, the AFA plans to 
promote similar meetings in other 
regions throughout the country 
as a part of its next year’s over- 
all program. AFA has asked us to 
supply detailed summary of our 
activities in connection with the 
planning and staging of “Forum 
for ’49,”’ including advertising and 
publicity exhibits. This material 
will be presented at the AFA an- 
nual convention at Houston, Tex., 
this spring, with the suggestion 
that other advertising clubs use it 
as a pattern for staging similar 
meetings. 

Will you, therefore, kindly for- 
ward eight tear sheets of the news 
item on the Grand Rapids forum 
which appeared in your issue of 
Jan. 17, Page 40? 

Briccs W. BEURMANN, 

Grand Rapids Advertising 

Club, Grand Rapids, Mich. 


American. Woolen Co. Report 
Accomplishes Two-Fold Job 


To the Editor: I thought you 
might like to see this rather un- 
usual book we just wrote and de- 
signed for American Woolen. 

What’s unusual about it, we’ve 
been told, is that it actually ac- 
complishes the double-barreled 
job it undertakes to do—and with- 
out sitting down between two 
stools. 

The two jobs are (1) giving the 
stockholder an understandable and 
connected accounting of his money 
over the years; and (2) giving 
him an intimate picture of the 
industry his money’s in. 

As you know, many reports that 
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HOW IT’S DONE—The center spread of American Woolen Co.’s annual report 
tells a graphic story of the flow of goods and functions in the textile industry. 


try this sort of genuinely basic 
approach (stockholder indoctrina- 
tion, I guess we could call it) soon 
peter out among such superficial- 
ities as pictures of OUR MODERN AND 


EFFICIENT BUILDINGS, and pictures 
of OUR EXECUTIVES LOOKING EXEC- 
UTIVE. We used only a page or so 
of buildings and no executives— 
thus leaving the reader alone with 


his actual interest: how the things 
are made that make money for 
him. 

My own feeling is that we got 
these technological matters across 
well in large part because of the 
creative designing done by LeRoy 
Appleton, of our Appleton, Par- 
sons & Co. One of my basic beliefs 
is that the graphic arts are more 
than useful handmaidens in get- 
ting a company’s message across; 
they are every bit as important 
ball-carriers as text and figures. 
Advertisers, of course, realize this, 
but public relations people seldom 
have shown that they do; you can 
see for yourself that we do have 
a point here. The research and 
writing were done by Richard 
Baldwin, one of my writers. I 
suggested the major approaches 
and handled the editing. 

You must excuse my going on 
at such length about a job done 
by my outfit. But it does bear out, 
via approval in some pretty high 
places, my belief that the graphic 
arts and the business writer, 
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working together, can do the busi- 
ness man with something to say 
a far better job than either of 
them working alone. It’s my hope 


that you, and perhaps your readers, 


may find this an interesting in- 
stance—especially as it contrives 
to do two jobs at once. 
Dupb.Ley L. Parsons, 
Dudley L. Parsons Co., New 
York. 


Jet black and waterproof 
Craftint New ‘66 Drawing 4 
Ink is second to none. It flows 3 
evenly — covers well and is 
permanent. 

At your dealer or write direct. 
THE CRAFTINT MFG. CO. 
1615 Collamer Ave., Cleve., O. 


CRAHINT 
NEW 66" | 


JET BLACK 
DRAWING INK 


for your spring checkup... 


Check This 6-Point Guide to Sales Success 
in the Rich Des Moines Market 


\ 


market. 


KRNT continues to Out-Hooper all other 
stations in the heart of the great Midwest 


BUY THAT BIGGER AUDIENCE! 


KRNT’s 34.1 rating for total time periods* 
is but a shade lower than the combined 


total for 4 other Des Moines stations. 


BUY THAT BIGGER AUDIENCE! 


KRNT Out-Hoopers the second highest- 
rated station ALL DAY LONG. 


centage-wise, 


Per- 


the KRNT audience is 


greater by 32.7% morning, 104.4% after- 
noon. 


BUY THAT BIGGER AUDIENCE! 


“Bigger 


Better Buy. 
C. E. Hooper Share- 


of - Audience, 


A 
Check 


Moines — City, Oct. 
1948 through Feb. 


Feb. 1949. 


ASK THE KATZ AGENCY, 100, ABOUT KRNT'S HIGHLY-SUCCESSFUL ‘MARGINAL TIME” PACKAGES! 


KRNT 


_ DES MOINES 


THE REGISTER AND TRIBUNE STATION 


KRNT’s afternoons rate 54.7% higher 
than the combined audience share total 
of 4 other Des Moines stations. 


BUY THAT BIGGER 


KRNT’s mornings rate 26 


BUY THAT BIGGER 


Hooper up to 11.3 for 
audience . . . Newscasts 
commanding 44.3% sha 


BUY THAT BIGGER 


Concentrate Your Sales 


centrated! And It’s The 


mm =6Buy That Bigger Audience 


Listener in Its History. 


the combined audience share total of 4 
other Des Moines stations. 


KRNT’s fabulous Personality Shows 


the Wealth and Population Are Con- 
Is the Leader — Always ALL WAYS. 


Audience . . . at the Lowest-Cost-Per- 


AUDIENCE! 


.1% higher than 


AUDIENCE! 


42.9% share of 
rate up to 13.2, 
re of audience. 


AUDIENCE! 


Effort Where 
re That KRNT 


. . . the KRNT 
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S-W Gets Day-Glo Coatings 


Sherwin-Williams Co., Cleve- 
land, has signed with Switzer 
Bros., Cleveland, for the manu- 
facturing and selling of Day-Glo 
daylight fluorescent coating ma- 
terials. S-W’s graphic arts depart- 
ment will market Day-Glo na- 
tionally but now it is available 
principally in the Cleveland area 
and on the West Coast. 


Grocery Research Clinic Set 


The second annual Grocery In- 
ventory Research Clinic will be 
held in Chicago May 4. The clinic 
will be staged by the Bureau of 
Advertising, ANPA, with the Gro- 
cery Manufacturers of America, 
Association of National Adver- 
tisers and American Association 
of Advertising Agencies as co- 
sponsors. 


youve MISSED IT... 


A mee Ty 


medium 


akland 


IN METROPOLITAN 
OAKLAND 


if you’re not advertising in The Oakland Tribune. 
Hundreds of Advertisers have realized consistently effec- 
tive results through this highly productive newspaper 


This factor, coupled with The Tribune’s 7 out of 10 


home delivered newspapers, accounts for The Tribune’s 
unsurpassed total ad lineage record among all news- 


papers in Northern California. 


SATEO FREED WIREPR OTE... C108 WORK WELTER PaEOS, Rmienee OANA BOWE FOREIOR SERTICE 


- CRESMER & WOODWARD, INC. 
esentatives Including Sunday > 


FAX 


FOR TIME BUYERS ABOUT 
A GREAT MARKET AREA 


advertised products. 


1,919,351 FARM PEOPLE 
PROSPER IN THE 
WWVA COVERAGE AREA 


The 446,639 farms in the area covered by WWVA 
produce nearly a Billion Dollars worth of farm 
products annually. Programs with definite appeal 
to this vast, prosperous farm audience are regular 
features on WWVA; mail surveys prove they are 
listened to and that these listeners buy WWVA- 


An Edward Petry Man Has the Details 


WHEELING, 
WEST VA. 


SMALL SHOP, BIG THEME—Fred Gardner 


essential selling ideas for its clients, tries to keep them out of the 


Gardner Quits 
Big Agencies to 
Build Small One 


Young Agency Head 
Says Work Must Match 
Big Agencies’ Output 


By JoHN CRICHTON 


New YorK—Many an agency 
man—or an advertising manager, 
for that matter—has played with 
the notion of running his own 
small shop. The fascination with 
the dream of one’s own small 
agency seems to rival the tradi- 
tional dream of the country week- 
ly among newspaper men. 

One of the graduates of big 
agencies who is currently making 
the effort is Fred Gardner. Gard- 
ner has been around the agency 
circuit, and knew something of the 
vicissitudes of agency life, for 
instance: 


mw On New Year’s Eve, 1937, Ben- 
ton & Bowles had lost about one- 
third of its Colgate-Palmolive- 
Peet billings, and H. H. Dobber- 
teen, head of the media depart- 
ment, reluctantly fired one of his 
assistant space buyers, an ex-artist 
named Fred Gardner. 

Not long ago, Gardner—who has 
had his own agency for three years 
—met Dobberteen, and they agreed 
that things had worked out for the 
best. Dobberteen’s unpleasant job 
put Gardner into the ant business, 
and eventually back into agency 
work. 

Gardner had been married three 
months when the B&B axe fell, 
and he needed a job. He started 
selling a window display to banks. 
The display consisted of an ant 
house, and a colony of Albu- 
querque Harvester ants, with a 
poster which reminded spectators 
to “watch them build for safety 
and security ...deposit a part of 
your earnings in this bank every 
week,” etc. 

It was a one-call operation, with 
Gardner contacting either presi- 
dents or treasurers. The display 
cost $96, and Fred’s take was 
$28.80. After six months, Paul 
Cornell, who had hired Fred for 
Geyer, Cornell & Newell before 
he went to Benton & Bowles, hired 
him to work on Raymond E. Bald- 
win’s campaign for governor of 
Connecticut. Some 28 newspapers 
carried a column called “The 
Recovery Reporter,” a kind of in- 
quiring photographer operation, 
supplemented with a transcribed 
radio show drawn from the inter- 
views. 


= Baldwin went to the state house, 
and Fred was offered a state job. 
He still wanted to break into the 
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ruts. Here are the copy samples for Norda essential oils, 
Viking Glass, and Martin Fabrics Corp. 


agency business, and got a tem- 
porary job with Sherman K. Ellis, 
Inc. The temporary job lasted 
three and a half years, and Fred 
became a merchandising and sales 
promotion man, setting up test 
stores, working 9n premium tests, 
and originated a sales promotion 
plan for Hiram Walker & Sons, a 
series of magic tricks for salesmen 
to use with clients to focus their 
attention on a sales story. 

Then followed a year with Bu- 
chanan & Co., as research man- 
ager. The day he reported at Bu- 
chanan, he met in the waiting 
room a heavy-set, sandy-haired 
copywriter, also reporting for the 
first time with the agency. The 
copywriter’s name was Ralph Ben- 
nett; here began a curious chain 
of coincidence. 


ws After a year with Buchanan, 
Gardner moved to McCann-Erick- 
son, on the assumption he was to 
become an account executive. In- 
stead he was placed in marketing, 
research and merchandising. He 
worked on a wide range of ac- 
counts, and launched and coordi- 
nated original research for new 
business solicitations, and assisted 
in building advertising plans. 

In his spare time, he had begun 
to work as advertising manager for 
Viking Glass Co., New Martinsville, 
W. Va. Bennett had joined Mc- 
Cann-Erickson in the meantime, 
and Gardner and he were working 
together on a variety of McCann 


accounts. 

Fred wanted to be a service man. 
To this end he had tramped the 
bars of Staten Island and the Bronx 
when he worked for Ellis, drink- 


ing beer (which he hates) and = 


chatting with bartenders; he had 
ridden grocery trucks, made store 
checks, and pored over research. 
When McCann-Erickson found 
a service job for him, it was in its 


Fred Gardner Ralph Bennett 


Cleveland office. Fred said no. In 
January, 1946, with the Viking ac- 
count as a backlog, he went into 
business for himself. 


# For seven months he ran his 
agency out of his apartment. Late 
in 1946 he rented office space from 
Leading National Advertisers; 
Ralph Bennett began to do his 
creative work. In the early part of 
1947, he moved to 202 E. 44th St., 
and last year to 199 Madison. 
Currently, Fred employs six 
people, has $200,000 in billing, and 
is optimistic. Like most small 
agency presidents, he is annoyed 
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: by advertisers who have big agen- 


cy complexes, but he feels, as do 
most of his contemporaries, that 
there are many cogent arguments 
on the side of the small agency— 
not the least of them being that 
the big agency is really a hetero- 
geneous collection of small agen- 
cies. 

The Gardner agency has a firm 
point: Everything it turns out is 
capable of being matched against 
the work of any good big agency 
in town, as Gardner and Bennett 
saw those agencies work. 


s Bennett became a vice-president 
and a principal in the agency last 
month. His list of wanderings is 
as impressive as Gardner’s, if lack- 
ing in entomological detail. His 
argosy includes stretches as pro- 
motion director of Street & Smith, 
copy and contact at McCann-Erick- 
son, Maxon and Buchanan, and a 
four-year hitch with Batten, Bar- 
ton, Durstine & Osborn when he 
used to write the speeches which 
Bruce Barton was supposed to be 
writing for LaGuardia. 

He was hired by George Bijur 
to write copy for Time when he 
was with Geare-Marston in Phil- 
adelphia. Bijur had advertised for 
“one of the best ten copywriters 
in New York” to undertake the 
campaign; Bennett’s letter of ap- 
plication admitted he wasn’t in 
New York, but modestly allowed 
he was one of the ten best copy 
men in the nation. 

Before Geare-Marston, he was 
with Keelor & Stites in Cincinnati, 
and he had advertising department 
experience with Procter & Gam- 
ble. He joined the soap giant short- 
ly after leaving college, and was 
for years pointed out as the only 
man who ever chalked up a per- 
fect score on P&G’s intelligence 
and aptitude test (not for some 
time after leaving the company 
did he confess that it was the 
identical test he had given count- 
less numbers of psychology stu- 
dents as an undergraduate). 


ws One of Gardner’s theories is that 
advertising need not be bound to 
the conventional track; in con- 
templating the problem of an in- 
dustrial account, he shies away 
from thinking about “trade adver- 
tising,” in the belief that it is 
actually consumer advertising 
aimed at consumers who happen 
to be architects, engineers, bakers 
and so forth. He likes a phrase, or 
slogan, which catches the essential 
idea. : 

Gardner, now 35, concedes that 
the small agency business is no 
bed of posies. Nevertheless, paint- 
ers are busy on the adjoining of- 
fice, preparing it for occupancy by 
the agency, and Fred has further 
expansion sketched in his mind. 
Like most other small agency pres- 
idents, he has had the weary ex- 
perience of walking back from a 
presentation, sure that his outfit 
could handle the account well but 
that the award would probably go 
elsewhere. 

But Fred is a determined man. 
In his days at McCann-Erickson, 
a syrup account was ready to can- 
cel its advertising, because sales in 
the Carolinas were so good—and 
no advertising was running there. 
Fred went to the locale, discovered 
that the syrup was being used by 
illicit still operators to make 
moonshine, and led a triumphant 
raid by revenue agents. This is an 
anecdote larger agencies might 
bear in mind. 


Pillsbury Offers Premium 


Pillsbury Mills, on its ABC net- 
work Kay Kyser program over 213 
stations, is offering daily a money- 
saving premium of three chrysan- 
themum plants worth $1.50 at re- 
tail to consumers who mail in 25¢ 
in coin and a Pillsbury pancake 
mix, buckwheat mix or Farina 
box top. The offer will expire June 
15, 1949. Four-color point-of-pur- 
chase display pieces are available 
to grocers for the promotion. 


Banks Plan Greater 
Use of Both Radio, 
Television Programs 


Cuicaco—Banks not only in- 
tend to increase their use of tele- 
vision in future months, but to 
boost the number of their radio 
programs, it was indicated follow- 
ing a survey of members by the 
Financial Public Relations Asso- 
ciation. 

Of bank executives who ans- 
wered the group’s questionnaire, 
26 said a video station is now op- 
erating in their community, while 
105 said none is available yet for 
broadcast time. A dozen banks 
said they sponsor television pro- 
grams and 15 others said they in- 
tend to add the medium in the fu- 
ture. Main objections of those of- 
ficials who oppose television for 
their use are its “high cost of pro- 
duction” and “low number of sets 
in use.” 

Spots are favored for eight of 


the existing “programs”; weather 
reports on two, and news, drama- 
tic shows, interviews and sports 
on one each. Four video sponsors 
use time once a week; two use 
programs twice weekly; one three 
times a week, and one daily. As 
with the banks’ radio programs, 
savings accounts, checking services 
and banking-by-mail are the three 
services featured most frequently 
in commercials. 


ws Of the executives, 133 said their 
banks now sponsor radio pro- 
grams; and of the 60 which do not, 
21 intend to adopt this medium in 
the future. 

Spot broadcasts are used by 70 
banks; news by 48; popular and 
symphonic music by 28; dramatic 
shows by 7, and weather and 
sports by 6 each. Programs are 
aired daily by 85 of the banking 
institutions; weekly by 39; three 
times weekly by 17; four times 
weekly by 3 and bi-weekly and 
semi-weekly by 2 each. 

Fifty-seven of the banks indi- 


cated they have made studies of 
the effectiveness of radio adver- 
tising, with two others making 
partial studies. The vote on radio's 
effectiveness among all the users 
shaped up this way: 

“Excellent,” 13; “good,” 67; 
“fair,” 38; “poor,” 7, and “un- 
known,” 4. 


Collier to Roche, Williams 
& Cleary: Brings 8 Accounts 


Holder Morrow Collier, who for 
the past five years has been pres- 
ident of Holder Morrow Collier, 
Inc., Chicago agency, has been 
named a vice-president of Roche, 
Williams & Cleary, Chicago. 

Mr. Collier brings with him the 
following accounts: National Trail- 
ways Bus System, Chicago; Caro- 
lina Coach Co., Raleigh, N. C.; 
Virginia Stage Lines, Inc., Char- 
lottesville, Va.; Safeway Trails, 
Inc., Washington, D. C.; Pacific 
Trailways, Bend, Ore.; Missouri, 
Kansas & Oklahoma Trailways, 
Tulsa; Tamiami Trail Tours, Inc., 
Tampa, Fla., and Olson Travel 
Organization, Chicago. 
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Cory Snow Names Meissner 


John N. Meissner has been 
named vice-president of Cory 
Snow, Inc., Boston, directing the 
new business and public relations 
of the agency. He will continue 
to supervise copy. 


Weston Joins Silton 


Max Weston, formerly art di- 
rector of Gould Sales Promotions, 
has joined the art department of 
Silton Brothers, Inc., Boston. 


IF YOU WANT | 
SELLING 
COPY | 
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* MAIL ORDER? 
ADVERTISING AGENCY 


ARTWIL COMPANY 
22 W. 48 St., New York 19 


What makes a newspaper great? 


Got a suggestion to offer? An idea 
that’! make your work pleasanter 
or easier? Got a gimmick that’ll save 
time and needless effort . . . and help 
us produce better newspapers more 
efficiently? See an improvement or 
change we can make that you think 
is worthwhile? Get it off your chest 
into a Suggestion Box. 
Maybe your hunch is worth cash! 

This standing invitation to Min- 
neapolis Star and Tribuneemployees, 
backed by a score of suggestion 
boxes placed strategically through- 
out the plant and offices, has 


...and 


prizes for their 


sey foie aired oh Sane get 


produced a remarkable harvest 
during the past two years... plus 
a jog in morale and a sense of “‘be- 
longing”’ that have other newspapers 
writing in and asking questions 
about this new Minneapolis Star and 
Tribune experiment. 


The harvest? Ideas strange and 
screwball, from a luxury lounge for 
pressmen to free honeymoons for 
newlywed employees. Ideas practical 
and important that have effected 
savings mounting to thousands of 
dollars and earned healthy cash 


pressman’s suggestion of an auto- 
matic folder stop-switch brought 
him $150. A mailer sent in a spur-of- 
the-moment memo on air deflectors 
for windows; a printer suggested 
periodic resetting of often-used clas- 
sified ads; another mailer pointed 
out that rubber stamping of paper 
bundles would be easier, faster and 
more efficient than the use of 


originators. One 


gummed labels. To date, thousands 
of new ideas have been stuffed into 
suggestion boxes for consideration 
by the Awards Committee. 


In a business built by ideas, the 
suggestion box system again demon- 
strates the importance of keeping 
everybody thinking and working to 
improve the product.’ Such team- 
work from plant to doorstep explains 
in good part why the Minneapolis 
Star and Tribune are the best-read, 
best-liked, most-respected news- 
papers of the great 4-state Upper 
Midwest region which they serve. 


Minneapolis 
Star zzd Tribune 
575,000 SUNDAY - 460,000 DAILY 


JOHN COWLES, President 


MORNING & SUNDAY 
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New Hotpoint Copy 
Plugs Price—Plus 
Quality—of Line 


Cuicaco—Hotpoint, Inc., is talk- 
ing price and quality—instead of 
price slashing—in a series of news- 
paper ads launched last week in 95 
key cities throughout the country. 

“Quality at prices you’ve been 
waiting for” is the theme of the 
new series, which is being backed 
up by distributor-dealer ads. 

Announcing the campaign, Leon- 
ard C. Truesdell, vice-president of 
marketing, explained in a -ulletin 
to the company’s field organiza- 
tion and distributors: “During the 


Industry's Salesman-— 


Mightiest Sales Force 
Man or Magazine 

in the Building Products Field 
Independent surveys, largest cir- 
culation, highest renewal rate, 
largest mail subscriptions all 


prove AL/BPM first choice of 
dealers. 


———— American Lumberman & 
Building Products Merchandiser 


139 N. CLARK ST. ¢ CHICAGO 2 


past few weeks we’ve watched an 
avalanche of the price-slashing 
type of advertising make its ap- 
pearance in countless markets 
throughout the country. We’ve also 
carefully and thoroughly ex- 
amined the market attitude which 
is presumed to have indicated the 
need for such advertising. 


a “It is our considered judgment 
that the ‘Was——Now reduced to’ 
advertising failed to accurately 
gage the temper and disposition 
of the market, because instead of 
inducing widespread consumer 
buying interest, it further thwarted 
and delayed that interest on the 
premise that it was good strategy 
to wait for further cuts.” 

Hotpoint has no illusions about 
the fact that the market has tough- 
ened up considerably, Mr. Trues- 
dell added, “but neither do we 
have any illusions about the fact 
that aggressive, two-fisted selling 
and promotion will produce sales 
at a profit.” 

Hotpoint’s 1,820-line “price” ads 
feature the new low-price electric 
range, with a suggested retail tag 
of $179.95, and also picture a table- 
top water heater, low-cost refrig- 
erator and automatic dishwasher. 
Distributors are being supplied 
with mats for multiple-dealer ads 
tying in locally with the company 
campaign. Most distributors have 
already set up ’49 ad programs to 
supplement factory-paid advertis- 
ing, the Hotpoint executive said. 


Issues Book on Teamwork 
Johnson & Johnson, New Bruns- 
wick, N. J., manufacturer of hos- 
pital supplies, has prepared a book 
devoted to the improvement of 
teamwork and of productivity 
throughout business and industry. 
The book, titled “Training Em- 
ployes and Managers for Pro- 
duction and Teamwork,” shows 
that training within industry is the 
solution to the lack of teamwork in 
many offices and shops today. 
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The Creative Mans Corner 


The processes by which advertising induces people to 
favor some particular product have, to the best of this 


Corner’s knowledge, never been submitted to really deep — 


psychological analysis. Admen undoubtedly develop a “feel” 
for human psychology, but they are, by and large, like the 
aviators in the first world war, who learned to fly mainly 
by the seat of the pants. 

The Corner makes no pretense to psychology, but it 
suspects that advertising: “sells” in many ways—by what it 
says about a product (copy) and also by the impression it 
creates (layout). Most of these columns are devoted to a 
critical analysis of copy. This week the program’s different 
—it’s devoted to layout. 

As far as copy goes, these four ads say anything from 
little to nothing. Yet, in the Corner’s opinion, the layout 


~ Fi Beil fr Hors 


Everything tastes better with 


4 Petri Wine 


Posh 


v ary 
PEAR TORK TUE TO BHUNG row Boo wine 


+ 


conception and its ultimate expression in art work do a 
magnificent job of getting across the idea that these products 
are worth anybody’s money. 

The Kentucky Tavern ad is one of a series that has been 
n.ost unique in its presentation of different kinds of drink- 
ing equipment. Little is actually said about the product. With 
the layout treatment, the Corner suspects that little need 


be said. 


unnecessary. 


That also holds for the Forstmann ads and for the current 
Petri series. The former gives a deep impression of quality 
and the latter compels attention and interest. 

The Corner has no idea whether or not the Ford ad is 
part of a copyless series, but the originality of its treatment 
imparts a message in such a way that explanation seems 


The Corner suggests that the art men responsible for these 
four ads step forward and take a well-deserved bow. 


American Viscose Hits 
Record Profits in ‘48 


American Viscose Corp. re- 
ported net earnings of $29,107,- 
000 for 1948, compared with $19,- 
540,000 for 1947. Net sales for 
1948 were $242,192,000, a record, 
and- exceeded by 21% the 1947 
volume of $200,527,000. 

“It is apparent that profits 
cannot be maintained at the 1948 
level,” commented Dr. Frank H. 
Reichel, chairman. “Due to gen- 
eral textile conditions, we have 
been forced to curtail output of 
certain of our textile products.” 


Names Beaumont & Hohman 


The Kansas City office of Beau- 
mont & Hohman has been named 
to handle the advertising of F. M. 
Stamper Co., Moberly, Mo., pro- 
ducer of poultry and livestock 
feeds. The initial campaign will 
consist of newspaper advertising 
in 50 Missouri towns, outdoor post- 
ings in 24 towns and point-of-sale 
material. 


WBBM Appoints Brent 


Ralf Brent, formerly station 
manager of WGYN, New York, 
has been appointed sales promo- 
tion manager of Station WBBM, 
Chicago. 


Magnavox Names Boscow 

Roy Boscow has been named 
general sales manager of Magna- 
vox, Ft. Wayne, Ind. 


Advertising Age, April 18, 1949 


Drew Pearson Puts 
“Predict-a-Word” 
Game on Market 


New YorkK—Drew Pearson, who 
already has made quite a profit- 
able business out of his predictions, 
will put a by-product on the mar- 
ket soon. 

Commentator Pearson has de- 
veloped a game, which will enable 
others to exercise their prediction 
talents—with words. The game, 
described as “half anagram, half 
double-acrostics,”. will be called 
“Drew Pearson’s Predict-a-Word.” 

Two sizes—a pocket edition and 
a 10 x 15” package—will go on 
sale in drug, department, book 
and toy stores, starting in mid- 
April. Initial distribution will be 
in the New York, Chicago and 
Texas areas. 

“Predict-a-Word” will be manu- 
factured by Deejay Co., owned by 
Mr. Pearson and Jackson Leighter, 
his radio manager, and distributed 
by M. Wille, Inc., New York. 

The company’s campaign to spur 
sales will break next month with 
copy in The New Yorker, New 
York Times Magazine, Saturday 
Review of Literature, and the New 
York Herald Tribune book review 
section. Dealer cooperative news- 
paper copy also will be run. 

Mr. Pearson also is expected to 
plug his new venture, at least in 
passing, on his ABC broadcast for 
Lee Hats. William H. Weintraub 
& Co., agency for the show, is 
handling Deejay products. 


Camtield Shifts Shea 


Arthur W. Shea, headquarters 
sales promotion manager of Cam- 
field Mfg. Co., Grand Haven, 
Mich., has been transferred to the 
midwestern sales territory as field 
representative for its automatic 
toaster. He will make his head- 
quarters in Omaha. H. A. Pender- 
graph, who has been representing 
various manufacturers in the ap- 
pliance field for 20 years, has been 
named to represent Camfield in 
the southeastern area. 


Syracuse Adclub Elects 


Lesiie M. Beals, advertising di- 
rector of the Carrier Corp., has 
been elected president of the Sy- 
racuse Advertising and Sales Club. 
Other officers elected are: Joseph 
Morrow, Equitable Life Insurance 
Co., Ist vice-president; Raymond 
G. Castle, State Department of 
Commerce, 2nd vice-president; 
Eleanor Brooks, Bristol Labora- 
tories, secretary, and Clarence 
Keller, Station WSYR, treasurer. 


‘Red Ryder’ Returns to ABC 


The “Red Ryder” series, spon- 
sored by Langendorff United Bake- 
ries, Inc., will return to ABC’s 
Pacific Coast network on May 3 
from 7:30-8 p.m., PST, on Tues- 
days and Thursdays. The program 
was heard on ABC when it was 
first launched in 1942. 


Homestead. 


ADVERTISING THAT SELLS THE FARMER 


We now have a buyer's market — and that re- 
quires advertising that sells. 


Also, it is important to have your advertising 
placed closer to the point of sale. Be certain that 
you select the local farm paper with 
recognized power and influence — in- 
fluence that is appreciated by salesmen 
and dealers. In New England— it's the 
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THEY’RE HUNGRY—Food played an essential role before the meeting of the ABC 
station advisory committee in Chicago last week. Here are, |. to r., Frank Marx, 


ABC v.p. in charge of engineering; 


Roger Clipp, WFIL, Philadelphia; Pat 


Williams, WING, Dayton, and Ted Oberfelder, ABC director of promotion and 
advertising. 


Ignorance Cause 
of Display Loss, 
PoPAI Warned 


(Continued from Page 1) 
be the biggest in the company’s 
history. 

Mr. Reibold cited the importance 
of related selling, which Cluett, 
Peabody pioneered in the early 
30s, in correlating sales of shirts, 
ties and handkerchiefs. He called 
attention to the company’s policy 
of assisting dealers in store plan- 
ning, and in working with display 
case manufacturers tc furnish to 
dealers point-of-sale fixtures at 
cost. 


= Lee H. Bristol, president of 
Bristol-Myers Co., who rose to his 
position via the advertising route, 
told the group display users should 
remember two cardinal principles, 
that the dealer is primarily inter- 
ested in things which promise him 
profit and that displays should 
bring the spectator into the pic- 
ture by stressing the “you” angle. 
He asserted that fair trade laws 
actually protect the consumer, and 
called display advertising the 
“pay-off medium,” because while 
national advertising in other media 
sets the climate, the display comes 
in where the sale must be made. 
Carl Percy, program chairman 
and head of his own firm, read the 
symposium a message from Robert 
M. Gray, manager of the advertis- 
ing and sales promotion depart- 
ment, Esso Standard Oil Co. Mr. 
Gray reported the success of Esso’s 
cooperative display campaign with 
dealers, saying that 18% more 
dealers than last year are now par- 
ticipating in the campaign, and 
58% more than at its inception. 


a William N. Farlie, head of the 
sales promotion section for Esso, 
showed the group samples of dis- 
plays and window arrangements in 
service stations calculated to bring 
the customer from the gasoline 
pumps into the station for other 
purchases. He said 84% of Esso 
dealers find the displays helpful 
in creating sales. 

Meade Johnson, general sales 
manager, Yale & Towne Mfg. Co., 
reported his company’s increasing 
use of displays following its par- 
ticipation in the Rochester-Syra- 
cuse PoPAI tests, and stressed the 
impact of displays on hardware 
sales. 

Frederick L. Wertz, president of 
Window Advertising, Inc., recalled 
for the group the Advertising Re- 
search Foundation study made on 
window advertising before the war, 
which he said had never properly 
been publicized. He recited the ad- 
vantage in eye-pull statistics for 
windows over magazine pages and 
24-sheet posters. 


= The symposium had heavy at- 
tendance, with more than 400 


checks for reservations returned 
because of lack of space. 

The association elected the fol- 
lowing officers for the coming 
year: John M. Palmer, Palmer As- 
sociates, New York, president; 
Walter J. Ash, Consolidated Litho 
Corp., New York, Ist vice-presi- 
dent; Herbert Zipprodt, Zipprodt, 
Inc., Chicago, 2nd vice-president; 
Alfred B. Rode Jr., Rode & Brand, 
New York, treasurer. 

Directors elected included C. L. 
Vandebogart, Niagara Litho Co., 
Buffalo (retiring president); Mr. 
Ash; Carl Percy, Carl Percy, Inc., 
New York; Meade Johnson, gen- 
eral sales manager, Yale & Towne 
Mfg. Co., Stamford, and Carl Rup- 
precht, advertising manager, Un- 
derwood Corp., New York. 

The convention attracted 5,000 
visitors. 


Army, Air Force 


Tell Ad Plans; 
4 Agencies Bid 


WASHINGTON—Four agencies 
pitched last week for an Army 
and Air Force recruiting advertis- 
ing program budgeted at $2,510,- 
000—less than half the $5,600,000 
available during the current year. 

Competing agencies included 
Gardner Advertising Co., present 
contract holder; N. W. Ayer & Son, 
which held the contract during 
three previous years; Caples Co., 
and Ruthrauff & Ryan. Newell- 
Emmett Co., which had previously 
indicated an intention to appear, 
withdrew. 

The advertising program has 
been curtailed in line with re- 
duced manpower requirements, 
Brig. Gen. B. M. Fitch, deputy 
chief, Military Personnel Procure- 
ment Service, told the House ap- 
propriations committee, it was re- 
vealed last week. 


ws Four years of experience demon- 
strates that enlistments “sell just 
like any other product,” General 
Fitch said. “When you advertise 
you sell lots of Chesterfields; when 
you do not, your sales drop. 

“We have found we increase not 
only enlistments but reenlistments 
by good sound advertising,” he de- 
clared. 

The “general enlistment” cam- 
paign rests heavily on radio and 
television during 1949-50. Of $1,- 
584,000 earmarked for “general en- 
listments,” $690,000 is for radio 
production and talent. 

Pointing out that Army and Air 
Force are getting about $5,000,000 
of free radio time, and that most 
talent works for minimum union 
scales, General Fitch termed radio 
“a very economical buy.” 


w Army and Air Force have al- 
lotted $406,200 for “general re- 
cruiting” ads in newspapers, to be 
placed through local Army com- 
manders; $365,000 for general mag- 


Nielsen National Index 


* Starts with next report. 


5 minutes. 


of Top Radio Programs 


Week of March 6-12, 1949 
All figures copyright by A. C. Nielsen Co. 


NIELSEN-RATINGT NRI AVERAGE AUDIENCE 
(*) Cuvent Rating A) (*) (*) 
Cur. Prev. Home Points| Cur. Prev. Cur. Points 
Rank Rank Program (000) % Change| Rank Rank Program Rating Change 


EVENING, ONCE-A-WEEK 


3 Lux yh 2 Theater. . he rf 4 1 Lux Radio Theater ..... 25.6 
3 Gedtrey ‘s Talent - ° 2 Walter Winchell eeévves 23.4 
P walt er Wi eezeres 9,218 aes 3 BD I vg vcd sctAwin 22.1 
er Winchell ... 9,067 24. 
; 8'879 23.6 4 Mr. Keen Gia cthiekiuetd 21.9 
6 Fibber “McGee & 5 Godfrey's Talent Scouts. .21.5 
OF ssscicess 8,616 22.9 6 Fibber McGee & Molly. .20.8 
H AL ete 7 My Friend Irma ....... 20.8 
a a he gaty ... 8,089 21.5 8 I etn dns 64 des 20.3 
r. Distric 9 Mr. District Attorney... .19.8 
u BS ion Bt 10 Crime Photographer .....19.3 
12 Crime Photographer 7,750 20.6 1l Amos 'n’ Andy ......... 19.2 
- et 7,525 20.0 12 Stop the Music (4th gtr) .19.2 
14 Stop the Music 13 Stop the Music (3rd gtr.) 18.9 
15 st Ly rts os 7,374 19.6 14 Ba TEE i vanes esti 18.4 
op usic 
(Sed qtr.) ..... 7,336 19.5 15 FB! in Peace and War. .18.4 
16 Adventures of Sam 16 This Is Your FBI....... 17.6 
y net a re 7308 334 17 Adventures of Sam Spade .17.5 
is Is Your : ae i 
18 Mystery Theater... 6.923 18.4 18 Mystery Theater ....... 16.7 4 
19 The Fat Man....... 6,885 18.3 19 The Fat Man.......... 16.5 
20 Inner Sanctum . 6,885 18.3 20 Inner Sanctum ........ 16.3 
EVENING, MULTI-WEEKLY 
1 Lone Ranger ..... 5,832 15.5 1 Beulah Show .......... 13.6 
2 Beulah Show ..... 5,418 14.4 2 Lone Ranger .......... 13.5 
3 Counter-Spy ...... 5,267 14.0 3 Jack Smith Show ...... 11.8 
WEEKDAY 
1 Arthur Godfrey (Ligg 1 Ma Perkins (CBS)...... 11.1 
2 wee gs 41327 11s 2 Arther Godtvey 
3 Pepper Young’s (Ligg. & Myers)...... 11.0 
ea 4,214 11.2 3 Pepper Young’s Family. . .10.8 
4 vom | aged 4176 11.1 4 Young Widder Brown... .10.7 
FOWR «+... 206 5 Right to Happiness...... .10.6 
5 Our Gal, Sunday... 4, 101 10.9 
6 Stella Dallas ..... 4,101 10.9 6 Our Gal, Sunday........ 10.5 
7 Right to Happiness. 4,663 10.8 7 GE MEE cecuces cus 10.5 
8 Backstage Wife ... 4,026 10.7 8 Backstage Wife ........ 10.4 
9 ag a Girl 4,026 10.7 4 When a Girl Marries... .10.4 
10 om a teen : 10 Romance of Helen Trent. .10.3 
aaa 3,950 1 11 Wendy Warren ......... 10.2 
2 eae Saaves het 4 at 12 Se 9.9 
unt Jenny ...... ’ oe eee 
13 Big Sister... 3,800 10.1 4 oo **" a 
14 Rosemary ........ 3,612 9.6 y phil 
15 My True Story... . 3,612 9.6 15 Lorenzo Jones .......... 9.3 
DAY, SAT. OR SUN. 
1 a See 5,342 14.2 1’ True Detective Mysteries. .12.5 
ea . e P 
2 Grand Central 2 Grand Central Station. .11.7 
pe 4,891 13.0 3 Quick as a Flash........ 11.5 
; Quick as a Flash... 4,740 12.6 4 Stars Over Hollywood. ...10.7 
5 Penge =] Theater. 4,515 12.0 5 Armstrong Theater ..... 10.6 
Hollywood ..... 4,440 11.8 


+ Homes reached during all or any part of the program, except for homes listening only 1 to 


azines, and $121,800 for pamphlets 
and public relations. 

In addition, $926,000 has been 
earmarked for special procure- 
ments, such as air cadets, doctors, 
nurses, Wacs and technicians. 
“Special procurements” involve 
advertising in specialized publica- 
tions as well as general media. 

National Guard’s advertising and 
public relations budget is also 
sharply curtailed. From $1,055,000 
in 1948 and $612,000 during the 
current year, it is cut back to 
$294,000 for 1950. 


a The Navy has asked a $1,570,669 
recruiting budget for 1950, but 
will not retain an advertising agen- 
cy. Of the total, $746,000 is for the 
maintenance of 430 recruiting 
stations. 

The Navy asks $286,769 for the 
operation and maintenance of the 
24-building recruiting bureau at 
Baldwin, L. I., where art work, 
posters, radio scripts and releases 
are produced. 

In addition, it plans to spend 
$497,500 for the production of tele- 
vision slides and trailers, radio 
spots and transcriptions, mats, 
plates and other material for co- 
op ads in newspapers and maga- 
zines. 

Rear Admiral L. S. Sprague, chief 
of naval personnel, did not in- 
dicate whether the Navy will con- 
tinue to employ the services of a 
public relations firm. Currently, the 
Navy pays J. Walter Thompson Co. 
$3,000 monthly for consultation 
services, plus a maximum of $26,- 
000 annually for “special jobs.” 

The selection last year was made 
on a low bid basis from among 11 
competing firms, Admiral Sprague 


said. 


Washington Strike 
Brings Pay Boosts 
to Pressmen, Others 


WASHINGTON—Newspaper press- 
men won themselves a $7 weekly 
raise, and a 36%-hour week after 
a 2-day stoppage of the four 
local newspapers last week. 

Completion of the two-year con- 
tract disposed of a dispute which 
had caused a one-day stoppage 
April 5 and suspension of all press 
work from Monday morning until 
Wednesday night again last week. 

Stereotypers, who also struck 
last week, obtained $7.50 raises, 
and reduced Saturday night work- 
ing hours. 

Three-week vacations for all 
pressmen and stereotypers with 
five or more years’ service was also 
granted, as well as increased man- 
ning of certain high speed presses. 


Two Name Glasser-Gailey 


Glasser-Gailey, Inc., Los Ange- 
les, has been appointed to direct 
the advertising of the Southern 
California Fish Corp., for Blue 
Sea tuna, using newspapers, radio, 
point of purchase and a merchan- 
dising program with dealers. Hoz- 
Re-Wash Products, Inc., manufac- 
turer of Hoz-Re-Wash, a new 
product to prolong the wear of 
nylons and other hosiery, also has 
named Glasser-Gailey to handle 
its advertising. 


Pinkus Joins McCann 


Devereux Wight Pinkus, for- 
merly with Ellington & Co. and 
Newell-Emmett Co., New York, 
has joined McCann-Erickson, New 
York, in charge of farm and busi- 
ness paper advertising on the 
Esso Standard Oil Co. account. 


Nielsen Reports 
National Rating 
for First Time 


Cuicaco—A. C. Nielsen Co. last 
week introduced its new National 
Nielsen-Rating, showing the num- 
ber of homes reached by spon- 
sored network programs on a con- 
tinuous weekly basis. 

The new Nielsen-Rating is de- 
fined as “the audience during all 
or any part of the program, except 
for homes listening only one to 
five minutes. It also includes au- 
dience to rebroadcasts.” 

Based on a national probability 
sample of non-telephone and tele- 
phone homes, and urban, small- 
town and farm homes, the new rat- 
ing is designed to avoid the criti- 
cism that the former NRI Total 
Audience ratings included too many 
short-duration listeners. 


ms Since listeners who are tuned 
to a program for less than five 
minutes are not included in the 
new Nielsen-Rating (except for 
five-minute shows), the Nielsen 
Co. claims that the new report 
will show the number of homes in 
which virtually the entire pro- 
gram is heard. Actual practice, the 
company says, supports this con- 
clusion. 

The figures for the number of 
homes which listen to each show 
(this is projected from the sample, 
of course) are obtained by apply- 
ing the Nielsen-Rating (in per 
cent) to 37,623,000—the 1948 esti- 
mate of the total number of U. S. 
radio homes. If the cost of the show 
is known it is thus possible to 
determine the number of homes 
reached per dollar spent—or the 
cost of circulation. Nielsen Co. pro- 
vides this information for its cli- 
ents. 


a On the new rating scale, the Co- 
lumbia Broadcasting System has 
12 of the top 20 programs. Ameri- 


cluding two quarter-hours of “Stop 
the Music”) and National Broad- 
casting Co. has three. 

Mysteries again predominate in 
the top 20. There are ten of them, 
although only one—‘Mr. Keen” 
(Kolynos)—is in the first five, 
and only two—“Suspense” (Auto- 
Lite) and “Mr. District Attorney” 


second five. 


a While no direct comparison be- 
tween the new National Nielsen- 
Rating and the now-abandoned 
Total Audience Rating is pos- 
sible, it is interesting to note that 
the shows which switched from 
NBC to CBS do not show up so 
well on the present report as on 
previous reports. 

Lucky Strike’s Jack Benny re- 
tains second place, but “Amos ’n’ 
Andy” (Lever Bros.), which was 
in fourth position on the last re- 
port, is now shown in ninth place. 
And “Adventures of Sam Spade” 
(Wildroot), which had moved up 
to sixth place on the last report, 
is now in the 16th slot. 

CBS placed four shows in the 
first five, three programs in the 
second five, two shows in the third 
five and three in the final five. 
NBC placed two in the second five 
and one in the third five. ABC 
has one in the first five, two in 
the third five (two quarters of 
“Stop the Music”), and two in the 
final five. 

By a wide margin, “Lux Theater” 
continues to lead evening programs 
in the top 20, with a projected au- 
dience of 11,249,000 homes. “Lone 
Ranger” (General Mills) still leads 
the multi-weekly program list, 
and Arthur Godfrey (Liggett & 


Myers) again tops the daytimers. 


can Broadcasting Co. has five (in- | 


(Bristol-Myers)—landed in the _ 
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Carpet Industry 
Suffers ‘Class’ 
Complex: Weiss 


New York—“A question might 
be raised whether your industry 
is not suffering from a ‘class’ con- 
cept and a ‘class’ execution,” E. 


B. Weiss, director of merchandis- | 
ing, Grey Advertising, declared in | 
an address before the Carpet In-_| 
stitute at its annual spring meeting 
held April 13. 

Mr. Weiss said he was reminded 
of the way the chains have toppled 
the department stores from their 
position of leadership in retailing. 
“It seems to me that the depart- 


ment stores tended too much in the 
direction of the 400—the chains 
focused their sights on the 140,- 
000,000. Mass volume cannot be 
obtained by class merchandising 
and class promotion. The masses 
don’t try to keep up with the Van 
Astors; they aspire merely to 
keep up with the Joneses,” he 
said. 

You can’t build a mass industry 
by catering to the “colonel’s lady,” 
Mr. Weiss declared. “Mass indus- 
tries are built by catering to Judy 
O’Grady. There might be some 
reason to wonder whether you are 
in any degree snubbing Judy 
O’Grady, in your price lining, your 
advertising, your promotions. A 
mass industry with a class com- 
plex needs a Freud—fast,” he said. 


e “One of your surveys reported 
that ‘women have a wholly ex- 
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IN NEW POST—Bruce Starkey (left), WJPA, Washington, Pa., looks on as Ed Mans- 
field, Advertising Age (right), congratulates Ted Streibert, WOR, New York, on his 
election as chairman of the Mutual Broadcasting System board. 


aggerated idea of what a suitable 
rug costs... their impression of 
prices is wholly out of line with 
the facts.’ Could some of your 
activities conceivably have played 
any role in creating that impres- 
sion?” he asked. 

Mr. Weiss urged the carpet man- 
ufacturers to help the retailer 
develop better systems of inven- 
tory control; better stock proce- 
dures; and to help to bring the 
merchandise to his warehouse, to 
his reserve stock rooms and out 
of the store with greater efficiency 
and economy. 

He suggested they help stores 
in their growing television activi- 
ties since retailers are showing a 
deep interest in video. 


m The carpet industry has made 
outstanding progress by a combi- 
nation of two factors, according 
to John C. Sterling, chairman of 
the board of United Newspapers 
Magazines Corp., publisher of 
This Week Magazine, who ad- 
dressed the luncheon meeting. 

First, he said, individual com- 
panies have done better selling 
both to the public and to the trade, 
and second, the industry, through 
the Carpet Institute, has done jobs 
that the individual companies 
could not do. 

“Manufacturers and distributors 
must adopt imaginative promotion 
programs in order to induce price- 
conscious consumers to purchase 
their wares,’ Jules Backman, as- 
sociate professor of economics, 
New York University, told the 
group. 

Dr. Backman said that although 
a moderate decline will take place, 
the level of disposable income in 
1949 will not be significantly dif- 
ferent from that of last year. “With 
disposable income at these levels, 
sales can be maintained,” he said. 


a “Consumer resistance to paying 
present prices will continue to be 
significant because, rightly or 
wrongly, the headlines plus scat- 
tered experiences in the stores 
have led consumers to believe that 
sharply lower prices are on the 
way,” he emphasized. 

“Manufacturers must once more 
revert to their prewar practice 
of starting with price and figuring 
their costs, rather than adding up 
their costs to obtain a price which 
will be paid readily by consumers 
—individual, industrial, or govern- 
ment—a practice encouraged by 
conditions during the war and 
postwar periods. The fear that 
unemployment will spread also 
is an unfavorable factor in the 
carpet picture and deterrent to 
meeting immediate needs,” he 
pointed out. 


Dravo Appoints Three 


Dravo Corp., Pittsburgh, has an- 
nounced the following changes in 
its advertising department: Thomas 
M. Fallon has been named man- 
ager of advertising for the machin- 
ery division and George J. New- 
hams, manager of advertising for 
the engineering works division. 
Edward P. Pearsall has been ap- 
pointed manager of the corpora- 


tion’s publications. 


‘Sports Illustrated,’ 
Wings Shirts Back 
Baseball Contest 


New YorK—Wings Shirt Co., in 
cooperation with Sports Illustrated, 
a Dell publication, is launching a 
nationwide major league baseball 
contest on April 22 in which fans 
can compete for more than $7,000 
in prizes by determining the final 
team standings. 

The May issue of Sports II- 
lustrated will carry a full-page 
Wings ad announcing details of 
the contest. William H. Wein- 
traub & Co., Wings’ agency, is 
handling the advertising. Free 
entry blanks will be available 
only at Wings shirt dealers 
throughout the country. 

Sports Illustrated editors will 
act as judges. The shirt manu- 
facturer and magazine will pub- 
licize the contest by distributing 
dealer promotional kits and fea- 
turing the contest on truck ban- 
ners and newsstand posters. 

First prize is $2,500 in govern- 
ment bonds. Contestants are re- 
quired to list the teams of the 
American and National league in 
the order in which they judge 
they will finish the season. Next to 
each team they are to write what 
they believe will be the final per- 
centage of games won. 

Entries will be accepted up to 
midnight, May 31, and winners will 
be announced at the end of league 
play. 


Nekoosa’s Earnings Down 


Nekoosa-Edwards Paper Co., 
Port Edwards, Wis., had net earn- 
ings after taxes of $2,357,281 in 
1948 as compared with $2,663,632 
in 1947. This reduction in earnings, 
it was said, was due to increased 
manufacturing costs without a 
compensating increase in the sales 
price. 


Aldens Adds New Line 


Aldens, Inc., Chicago, in its May 
flyer introduced sporting goods 
for the first time. Equipment for 
the hunter, fisher and camper is 
offered in sets or separately. In 
addition, in this flyer Aldens estab- 
lished price lines at 15% under 
last year. 
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ANPA Issues New 
Guide on Ad Costs 


New YorK—As a major time- 
saver for advertising and agency 
media directors, the Bureau of Ad- 
vertising, ANPA, has published a 
new 212-page guide to newspaper 
advertising costs, “How Much Will 
It Cost?” 

By use of 351 tables, the volume 
enables the media man to approxi- 
mate the cost of newspaper cam- 
paigns of 5,000, 10,000, 20,000 or 
30,000 lines in any of hundreds of 
different combinations of weekday 
newspapers. Costs are shown for 
all newspapers in each city, the 
largest in each city, the two largest, 
and all morning and all evening 
papers. Tables are included for the 
U.S., for each of nine major re- 
gions, and for each of the 48 states 
and District of Columbia, as well 
as for Canada and all U.S. posses- 
sions. 

The ANPA bureau has made no 
general mailing of the guide, but 
is offering it, on request, to agency 
media executives and advertisers. 


KSMO Appoints Arnold 


George Arnold Jr., formerly co- 
manager of Lee Broadcasting, Inc., 
Quincy, Ill., operator of WTAD 
and WTAD-FM and applicant for 
WTAD-TV, has been appointed 
manager of Station KSMO, San 
Mateo, Cal. He succeeds Jack 
Schacht, who resigned to take 
over the operation and manage- 
ment of Station KMOD, of which 
he is half owner. 


( Advertisement) 


Alex V. Tisdale, vice-president of 
Pennsylvania Butter Pretzel Company, 
Easton, Pennsylvania, who has been 
elected president of the National Pret- 
zel Bakers Institute. Mr. Tisdale reads 
The Wall Street Journal regularly. He 
is one of the 32,388 presidents of Amer- 
ican industry (total audience—223,641 
business leaders) who consiaer Amer- 
ica’s only national business daily 
“must reading” for important, up-to- 
the-minute news. That is the reason 
why, if you advertise to business, The 
Wall Street Journal should head your 
list. 
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lation problems. Do as many other 
publishers of paid and controlled pub- 
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New Douglas Model 
Coming Soon, ‘Thank 
You’ Ad Declares 


Santa Monica, CaL.—In large- 
space newspaper ads last week, 
Douglas Aircraft Co. coupled a 
public “thank you” to the pres- 
ident of American Airlines with a 
promise that its new Douglas 
Super DC-3 will soon be flying 
the skyways. 

The plane is “a swift new model 
of a rugged old friend,” the veteran 
DC-3, which won the praise of 
President C. R. Smith and his air- 
line associates in a recent ad (AA, 
April 4) explaining that it was 
now outmoded by faster, finer 
transports. 

The Douglas copy said that 
while the “sturdy workhorse of 
the skyways” will keep on pro- 
viding dependable transportation 


THANK YOU, 
MR. SMITH... 


Tha, tae. C. Sent, President of tressportetion whevever 
Amencan Airhoes we are gratetul fy. I ts built that way. 
te you snd your associates for Polks who ase and trust this 


mee may 


helped « lot to develop it and 


make it popular. 
lreend 
te pe its ol fie 
siewise travelers, all over the Keiser performance. with greste 
world, love it too. In times of passenger and cargo capacity. 
proce, or tienes of war, throngh T4,, modern version of “Old 
gred westher on bed, by doy ond Reticle” with cow wings, sew 
if 


by might, im all seasons snd 
wander all circumstances—it bas 
done on boven, reliable job in distance tuxw: 
spreading sir travel to every « 
corner of the world. Ih is doing 
that job sow, bere sad every. Together they will coatinue to 
where. And for years to come it dominate the routes of leading 
will go 00 providing dependable —airliv=» everywhere. 


es career ee es ee ne 


MORE PEOPLE FLY MORE PLACES BY DOUGLAS 


for years to come, the Super DC-3s 
will be available within a few 
months “for routes and services 
requiring better performance, with 
greater passenger and cargo capa- 
city.” 

With the Douglas DC-6, giant 
long-distance luxury air liner, the 
new model “will continue to domi- 
nate the routes of leading airlines 
everywhere,” Douglas promised. 

J. Walter Thompson Co. han- 
dled the copy. 


# Douglas has just announced a 
new campaign, through its export 
agency, Dorland, Inc., on the part 
played by Douglas C-47s, C-54s 
and C-74s in the Berlin airlift. 
The drive opens with four-color 
spreads in 14 international edi- 
tions of Life, Reader’s Digest and 
Time. The air mail edition of the 
New York Times and magazines 
and aviation publications in 25 
countries will be used. 


Glenn Names Mann V.P. 
in Charge of Dallas Office 


Monty Mann, formerly vice- 
president and media director of 
Tracy-Locke Co., Dallas, has been 
appointed vice-president in charge 
of the Dallas of- 
fice of Glenn Ad- 
vertising. 

Mr. Mann is 
president of the 
Southwestern As- 
sociation of Ad- 
vertising Agen- 
cies and chairman 
of the southwest 
chapter, Ameri- 
can Association 
of Advertising 
Agencies. He also 
serves as south- 
western representative on the me- 
dia relations committee of the Four 
A’s and in a similar capacity on 
the technical advisory council of 
the National Outdoor Advertising 
Bureau. 


Monty Mann 


Avianca Names Colton 


Avianca (Aerovias Nacionales de 
Colombia), international airline.of 
Colombia, S. A., has appointed 
Wendell P. Colton Co., New York, 
to handle its advertising in the 
United States. The airline will 
soon start passenger and cargo 


service between this country and 
South America. 


JULES LIVINGSTON 

BINGHAMTON, N. Y.—Jules M. 
Livingston, 60, operator of Jules 
Livingston, Modern Advertising, 
died April 6. Mr. Livingston served 
as promotion manager of the 
Binghamton Press, later operat- 
ing a business promotion office 
and joining with Chandler S. 
Wooley in operating the local 
agency. 


W. R. COTTON 

Cuicaco—W. R. Cotton, 56, part- 
ner in Jones & Cotton, publishers’ 
representative, died of a heart at- 
tack April 7 while in Milwaukee. 
He had served with Automotive 
News for 18 years. 


HAROLD HUTCHINSON 


TacoMaA, WasH.—Despondent 
over loss of his job as national ad- 
vertising manager of the Tacoma 
Times when that paper suspended 
publication March 31, Harold H. 
Hutchinson, 64, shot and killed 
himself the evening of April 9 
after returning from an unsuccess- 


ful attempt to find employment 
in Seattle. 


THOMAS A. LOWERY 

Cuicaco—Thomas A. Lowery, 
who retired as director of adver- 
tising promotion and market re- 
search for the Chicago Daily News 
April 1, died suddenly Monday. 
He was 64. 

Mr. Lowery served with the 
Daily News for 17 years. Before 
that he headed the financial, in- 
dustrial and real estate depart- 
ments of the Chicago Tribune, 
with which he served 12 years. 


KELLOGG PATTERSON 

CuicaGo—Kellogg M. Patterson, 
59, former western representative 
of the Cincinnati Times-Star, with 
headquarters here, died April 4 at 
his home in Highland Park, Ill. He 
was associated with the Times- 
Star from 1926 through 1942. 


WARD CLAY 


Cuicaco—Ward Clay, 43, adver- 
tising salesman with Crowell-Col- 


lier Publishing Co.’s office here, 
and his wife, Florence, were fatally 
burned April 5 when fire destroyed 
their home in Northbrook. Mr. 
Clay rescued the couple’s 12-year- 
old daughter, Ann, but died when 
he went back into the home in an 
effort to save his wife. Two small 
children of another couple also 
died in the fire. 


Opens Portland Office 


Mel J. Hickman, advertising 
representative of American Arti- 
san, Architectural Record and 
Popular Science, has opened of- 
fices in the Terminal Sales build- 
ing, Portland, Ore. 


Appoints Fletcher Udall 


Fletcher S. Udall has been ap- 
pointed advertising representative 
in the Pacific Coast area for the 
Atlantic Monthly Co., Boston. 


Wollensak Named V. P. 


Andrew A. Wollensak has been 
elected vice-president in charge 
of sales and advertising of Wollen- 


sak Optical Co., Rochester, N. Y. 
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Brookhill Names Berger 


Brookhill Mfg. Co., New York, 
children’s sportswear, has ap- 
pointed Alfred Paul Berger Co., 
New York, to handle its advertis- 
ing. 


THE on_y LABELS 


OF THEIR KIND MADE! 


pend on REG 


Catch the eye and HOLD IT with the quality 
label that defies conpetiiien, FENT-ONAMEL colors 
hard ~~ 


watts permanently on — 


. -cut Adhesive 
= flese labels stick and stay stuck. 


FENTON LABEL CO. 


Dept. 12, 506 RACE ST., PHILA. 6, PA 


anes. 


o 
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On some people, the travel business can’t make a cent—but 


most of us find time to get out and see the world. Yet 


millions of travel and vacation fans who rate the top of the 


prospect list for some resorts might just as well be chained 


to the old rockin’ chair as far as other resorts are concerned. 


For example: From only 10 of the 48 states come 86‘, of all 


the U.S. citizens who motor to Canada. Only six of the 48 send 
Cuba nearly two-thirds of hers. And 70% ¢ of the tourists 


who visit one of Florida’s top resorts come from only 


seven states—four in the East, three in the Midwest. 


: Nothing strange about it really. Travel is like every 


other business: its best markets are created by favoring 


conditions, whether distance, time or people’s tastes, whims 


or pocketbooks. Chances are your product’s markets vary 


just as strikingly. 


But in any market or markets you pick, the daily newspaper gets 


your story to all your prospects. And it enables you to tailor 


your promotion to potential—gives you full advantage of the 


- all-important and timely fact that 


—= Bwvca Yn Adveartiaimng j 
B ’ American Newspaper Publishers Association, is in business to help you 


make your advertising more productive. Call or write us at 370 Lexington Ave., New York 17; 360 North Michigan Ave., Chicago 1, 
or 240 Montgomery St., 


All Business Is Local 


San Francisco 4. Or ask for your copy of the newly revised booklet, “Services Available to Advertisers. 


Sponsored by the Newark News, N. J., in the interest of more effective advertising. 
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BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


JUST OFF THE PRESS 
The new 1949 issue of 
STANDARD MARKET AND MEDIA DATA 
for BAYONNE, NEW JERSEY 
Prepared in conformity with Standard Market 
and Newspaper Data Forms of the 
BUREAU of ADVERTISING, A.N.P.A. 
AMERICAN ASSOCIATION of 
ADVERTISING AGENCIES 


— SEND FOR YOUR COPY — 
THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 Madison Ave., H. Y. + 228 H. La Salle St. Chicaze 


NAB Will Seek 
Big Promotion 
Fund for Radio 


(Continued from Page 1) 

with headquarters in Washington. 

The resolution creating BAB also 
set up a broadcast advertising bu- 
reau committee composed of four 
board members and the chairman 
of the sales managers’ executive 
committee. The new bureau will 
supersede the present broadcast 
advertising department, taking 
over all of the department’s func- 
tions plus any new duties assigned 
it by the BAB committee. 
Last year, the broadcast adver- 
tising department received $70,- 
000 from the total NAB income 
of $761,331. Dissatisfaction with 
this relatively small figure on the 


INCREASED 


BUSINESS? 


rf 


VES j Silbaugh Manufacturing Company 
Manu. of Farm Equip 
& tena, bn 


kr, Clarence H, Filby 
lowa Bureau Farmer 
Farm Pureau Building 
Des toines, lows 


Dear Mr, Filby: 


We have been advertising with the lows Bureau Farmer over the 
past three years. In fact, we believe we had one of the first 
ads ever published in vour marazine, 


We advertise in many farm publications, but we sincerely believe 
we derive sore benefit in lowa from your magazine then we have 
with the other publications, We have found yolr company very 
cooperative, and it has indeed been a pleasure to deal with you, 


With best regards, we renain 


Very truly yours, 


SILBAUGH MANUFACTURING COM ANY 


Clare ¥. Donahue, Sales Manager 


Read what successful advertisers have to say about the 
results in the IOWA BUREAU FARMER—copies of these 
letters available on request. The circulation of the lowa 
Bureau Farmer has increased approximately 100% in 
the last five years—and has doubled in number of 
pages — concrete proof of the selling power of the 
IOWA BUREAU FARMER. 


CHECK THE BUREAU FARMER ON YOUR LIST 
Circulation over 
Write the lowa Bureau Farmer, Des Moines, lowa, for further information. 


135,000 lowa Farm Families 


and service 


nd 


Paul Revere 
America s First Engraver 


SO” Phone WB osh 8816-8817-8818 


REVERE 
FOR 
COLOR 


PHOTO ENGRAVING CO. 


712 FEDERAL STREET - CHICAGO-S ILL- 


PLAIN TALK—Ted Cott of WNEW, New York, at the microphone, emceed the Sunday 

meeting of unaffiliated stations. The panel, which discussed sales and promotion, in- 

cludes (left to right) Elliott Sanger, WQXR, New York; Bill McGrath, WHDH, Boston; 

Ralph Weil, WOV, New York; Robert Miller, WSBC, Chicago; Cal Smith, KFAC, Los 
Angeles, and Patt McDonald, WHHM, Memphis. 


part of a group of members led to 
a heated discussion at the meeting 
of the board of directors Wednes- 
day and Thursday. 


a The $220,000 will come from 
three sources: the present $70,000 
appropriation, an additional $100,- 
000 from the treasury, and $50,- 
000 now assigned to other depart- 
ments for work which contributes 
directly or indirectly to the adver- 
tising bureau. 

Maurice Mitchell, present head 
of the advertising department, will 
head the new BAB, with the 
title of director. In a hard-hitting 
sales talk to the board, Mr. Mit- 
chell declared that the ideal solu- 
tion to the problem of selling ra- 
dio would be the establishment of 
a $1,000,000 fund, with offices 
throughout the country. Since that 
much money was not available, he 
said that the plan later adopted 
would be the most effective com- 
promise, since it would provide for 
future expansion of the bureau. 
Expansion would be assured if 
the BAB is successful, since much 
of the original appropriation would 
be “recaptured” by the NAB 
through some of the material and 
services offered by the bureau. 


a Establishment of BAB would 
not interfere with the All-Radio 
Presentation, it was pointed out at 
the board meeting. All-Radio 
Presentation is an independent or- 
ganization, now readying script for 
a motion picture on radio advertis- 
ing. If BAB should grow quickly, 
and if it should grow to such size 
that its continuation as part of 
NAB would make the latter un- 
wieldy, All-Radio would be a 
ready-made structure into which 
BAB could move. 

BAB obviously is still in the for- 
mative stage, and is in what might 
be termed an “intermediate step” 
in the establishment of an impres- 
sive promotion setup to sell the 


as a surprise to many members 
who attended the annual conven- 
tion. 


ws First hint of the move came late 
Tuesday afternoon at a meeting 
to consider convention resolutions. 
Earlier that same afternoon, mem- 
bers had filled the meeting hall to 
discuss the future of Broadcast 
Measurement Bureau—and find 
out whether it would be able to 
continue until its second report 
was published. 

Dr. Kenneth Baker masterfully 
reviewed BMB’s difficulties and 
proposed that BMB subscribers 
waive the 90-day cancelation 
clause in their contracts until 
July 1, 1950, thus assuring BMB 
of sufficient funds to complete the 
second study without requiring 
more money of subscribers than 
they expected to pay when BMB 
started three years ago. 

A majority of the members 
present appeared to favor the plan, 
and generally approved the man- 
ner in which Dr. Baker handled it. 
Then the resolutions committee be- 
gan to read a long series of resolu- 
tions and the members drifted out. 


sw After about a half hour, Wiley 
P. Harris of WJDX, Jackson, Miss., 
resolutions committee chairman, 


reached a resolution calling for an 


medium. Its formation will come|¥ 


expansion of the broadcast adver- 
tising department. As he finished 
reading it, Odin S. Ramsland, 
KDAL, Duluth, offered a substitute 
‘resolution approved by the sales 
managers’ executive committee 
and the small markets committee, 
which would require NAB to spend 
40% of NAB’s total annual income 
(or about $300,000) on the broad- 
cast advertising department. 

Justin Miller, NAB president, 
quietly pointed out that setting up 
such a percentage would force the 
association virtually to reorganize 
itself. Frank Pellegrin of Station 
KSTL, St. Louis, immediately re- 
plied that that was the purpose of 
the resolution. 

In a dynamic pitch, he argued 
that radio has reached a critical 
period, that NAB’s advertising de- 
partment ought to provide valuable 
assistance in selling radio as an 
advertising medium, but that 
broadcasters are not now getting 
help because of insufficient funds. 


a Mr. Pellegrin declared that the 
resolution was offered to force 
realignment of the association into 
a radio sales promotion organiza- 
tion. “Newspapers,” he asserted, 
“are spending $1,000,000 a year to 
sell newspapers as a profitable ad- 
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vertising medium—and news- 
papers are only one of our com- 
petitors. 

“T’ve heard it said,” he contin- 
ued, “that 1949 will be radio’s last 
year. I don’t know whether it will 
be or not, but we aren’t doing 
very much about it. And should 
we calmly allow AM radio to be 
bled white to feed that Franken- 
stein monster called television? 

“It seems to us that the job has 
to be done—and I’ve heard of at 
least two organizations which are 
being set up independently to of- 
fer broadcasters such a sales pro- 
motion service, the type which 
NAB should offer. If such an or- 
ganization should arise and if the 
financial pinch hits radio stations 
hard, broadcasters may well drop 
out of NAB and put their money 
into such a sales promotion pro- 
gram. 


ws “We think the situation is criti- 
cal, and may become worse.” He 
asked for support on the resolu- 
tion requiring 40% of NAB funds 
for promotion and said, “The new 
members that the _ association 
would attract by conducting such 
an aggressive sales program would 
enable other departments to live 
on the increased 60% that addi- 
tional dues from new members 
would bring in.” 

Upshot of this was that, a quo- 
rum not present, the resolution was 
referred to the board of directors 
for their information. 

Named by the NAB board as 
members of the BAB committee are 
Robert T. Enoch, KTOX, Okla- 
homa City, chairman; Howard 
Lane, WJJD, Chicago; G. Richard 
Shafto, WIS, Columbia, S. C., and 
Frank U. Fletcher, WARL-FM, 
Arlington, Va. A fifth member will 
be the chairman of the sales man- 
agers’ executive committee, not 


yet picked. 


“LOCAL grocery 


lineage? ... 
0 Oh, Yes... 


over VIL 


goes into the 
SAN DIEGO 
UNION and 
TRIBUNE-SUN”’ 


Space buyers know that it pays dividends to follow the 


local choice and the local trend! In big, busy San Diego, it is 


more than ever the Union and Tribune-Sun. Just one ‘buy’ 


gives you dominance and concentration of advertising dol- 


lars. Avoid the weakening effect of splitting your appropri- 
ation. Get more for your money in the Union and Tribune. 


Sun.,.exclusively...the way most local grocery advertisers do. 


25 out of 33 


local grocery adver- 
tisers use the UNION 
and TRIBUNE-SUN 


exclusively. 


UNION and T 


*Media Records figures for the last 
Quarter of 1948 show the Union 
and Tribune-Sun carrying 536,256 
lines, or 79.76% of the total gro- 
cery lineage for all daily papers. 
A gain of 32% over last year. 


Ask the West-Holliday Man! 
All the News with Partiality t 


RIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 


New York « Chicago + Denver + Seattle + 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., inc. 
Portland + San Francisco - Los Angeles 
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Tribute Paid 
to Audit Bureau 
on Anniversary 


PHILADELPHIA—Glowing tribute 
to the Audit Bureau of Circulations 
was voiced by three nationally 
prominent men during a luncheon 
at the Bellevue-Stratford Hotel 
on Monday commemorating the 
35th anniversary of the ABC. 

The three were: William A. 
Hart, director of advertising for 
E. I. DuPont de Nemours & Co,; 
H. H. Kynett, Aitkin-Kynett Co., 
and Benjamin Allen, vice-presi- 
dent and director of circulation, 
Curtis Publishing Co., and presi- 
dent of Curtis Circulation Co. 

All three, directors of the or- 
ganization, complained that agen- 
cies are not paying enough atten- 
tion to ABC figures in selecting 
advertising media for clients. 


s Mr. Kynett, who has been a 
member of the ABC board for 
15 years and is a recognized spe- 
cialist in media, declared that 
the Audit Bureau is the “founda- 
tion” of the agency media man’s 
job. 

“The publisher recognizes his 
ABC report as of primary value 
to his publishing operation,” he 
said. “So do the advertiser and 
advertising agent—in theory. In 
practice, lip service too often re- 
places elbow grease in applying 
ABC reports to the individual 
advertiser’s problem.” 


es Mr.. Hart, speaking as an ad- 
vertiser, described the ABC as 


an “island of order” in the adver- 


tising business. 

Pointing out that business is 
becoming more competitive, Mr. 
Hart said it is more important now 
to get sound values out of every 
dollar invested in advertising. 

“We must, therefore, try even 
harder to make advertising more 
effective,” he declared. That can 
be done, he said, by continuing to 
improve advertising content, and 
making every dollar count by 
using the media best qualified to 
deliver the advertising message 
effectively to the target selected. 


a Mr. Allen pointed out that the 
ABC contributes a great deal to 
the well-being and health of the 
publishing and advertising indus- 
tries because of its basic informa- 
tion. He called the reports a valu- 
able tool to use in day-by-day 
work. 


“Actually, it is more than a 


_ tool,” he said. “It is a precision 


instrument which gives to the 
publishers’ salesmen a _ gilt-edge 
security as to the size and quality 
of the thing that he is selling.” 

Mr. Allen said ABC reports 
should be the keystone on which 
space selling is based. 

More than 300 persons attended 
the luncheon. A film, “Now We 
Know,” helped explain the back- 
ground and functions of the Audit 
Bureau of Circulations. 


Fuller to ‘Sports Afield’ 


David N. Laux, executive 
vice-president of 
Sports Afield, 
last week an- 
nounced the ap- 
pointment of C. 
W. “Chub” Ful- 
ler as advertising 
director of the 
publication. Mr, 
Fuller has been 
advertising direc- 
tor for Street & 
Smith publica- 
tions for the past 

. 12 years. In his 
new post, he will make his head- 
quarters in the New York office 
of Sports Afield. 


Cc. W. Fuller 


Last Minute News Flashes 


‘Champion’ Movie Gets Heavy Promotion 

New York—On April 15, Screen Plays Corp., releasing through 
United Artists, started an $80,000 magazine campaign for “Champion.” 
On the list are American Magazine, Cosmopolitan, Life, Look, Pictorial 
Review and fan magazines. Newspapers and spot radio will be used 
locally, and New York had a $30,000 pre-showing newspaper campaign. 
Total advertising budget is about $250-300,000, or about half what 
“Champion” cost to produce. Buchanan & Co. is the agency. 


Eversharp, Molle Start Joint Offer 


New YorkK—<Eversharp, Inc., and Centaur Co. division of Sterling 
Drug broke a joint promotion in the April 17 American Weekly offer- 
ing a Schick Injector razor and a tube of Molle shaving cream for 
66¢, the normal price of the razor. The companies will use newspapers 
in 168 cities to promote the offer, as well as plugs on Eversharp’s 
“Stop the Music” and “Take It or Leave It,” through Biow Co. Young 


& Rubicam is Molle’s agency. 


Bell & Howell to Use TV on 4 ABC Stations 


Cuicaco—Bell & Howell Co. will promote its cameras and other 
equipment on an “Action Autographs” film show over Chicago, Phila- 
delphia, New York, and Detroit ABC video stations, starting April 24 
at 9-9:15 p.m., through Henri, Hurst & MacDonald. 


Possibility of 
Mail Rate Hike 
Compromise Seen 


WASHINGTON—First steps toward 
a compromise solution to current 
postal rate hearings were in the 
making last week after publishers 
and direct mail advertisers warned 
House and Senate post office com- 
mittees that 100 to 300% increases 
in business mail rates would upset 
advertising practices and speed 
the deflationary spiral. 

Six weeks of House committee 
hearings suspended Tuesday until 
April 27, for the Easter recess. The 
Senate committee pushed resolute- 
ly ahead, hopeful that public hear- 
ings would give way. to closed- 
door conferences after April 23. 

The most determined advocate 
of compromise last week was Sen. 
Matthew Neeley (D., W. Va.), 
chairman of the Senate’s postal 
subcommittee, who has asked pub- 
lishers and other mail users “to 
sit down” with Postmaster Gen- 
eral Jesse Donaldson “and figure 
out what can be done.” 


s Representatives of the ANPA 
and the Southern Newspaper Pub- 
lishers Association have promised 
to participate in any discussions 
Senator Neeley can arrange. But 
in their testimony before the Sen- 
ate postal subeommittee, publishers 
warned that newspapers are with- 
drawing from the mail at existing 
rates. 

Members of the Senate com- 
mittee assured representatives of 
the National Association of Maga- 
zine Publishers and Associated 
Business Papers that nothing would 
be done which “would destroy bus- 
inesses.” 


= Paul Brown, assistant to the 
president of Sears, Roebuck & Co., 
said that it would cost his com- 
pany $6,000,000 annually to dis- 
tribute catalogs under proposals 
advocated by Postmaster General 
Donaldson. At the proposed 
rate for advertising portions of sec- 
ond class, Sears catalogs would be 
distributed for $4,600,000. 

Edward M. Kriz, rate consultant 
retained by the Associated Third 
Class Mail Users, claimed the pro- 
posed boost from 1¢ to 2¢ on post- 
cards and bulk third class would 
be destructive to Post Office rev- 
enue and a disaster to small bus- 
iness. 


Motorola Drops Ripley 

Motorola, Inc., sponsor since 
mid-February of Robert L. Rip- 
ley’s “The Nature of Things” on 
the NBC television network, sum- 
marily dropped the show last 
week. It is understood the set man- 
ufacturer does not plan to replace 
the show. 


National Tea Co.’s 
Coupons Unlawful, 
FTC Complaint Holds 


WASHINGTON—Grocery coupon 
promotions which rocked food re- 
tailing in Chicago and Indianapolis 
last fall culminated Tuesday in a 
Federal Trade Commission com- 
plaint charging that National Tea 
Co., Chicago, and its wholly-owned 
Indianapolis subsidiary, Standard 
Grocery Division, “unlawfully in- 
duced sellers to grant discrimina- 
tory prices.” 

The commission had been in- 
vestigating the’ mechanics of the 
coupon redemption system at the 
request of independents from 
both communities who complained 
that National Tea was getting 
special discounts which enabled it 
to give customers a 10¢ discount 
on products supplied by about 50 
manufacturers (AA, Nov. 29, ’48). 

Proceeding under the seldom- 
used Section 2(F) of the Robin- 
son-Patman Act, which places the 
onus for a discriminatory discount 
on the purchaser, FTC said the 
plan is illustrative of “purchasing 
policies and practices which were 
knowingly designed and intended 
to induce discriminatory prices.” 


a Though Section 2(F) has been 
on the books 12 years, no major 
case involving it has been fully 
litigated. The only other important 
Section 2(F) case now pending 
charges that Automatic Canteen 
Co. solicited illegal price discrim- 
inations from the producers of 
candy bars. 

Several months after it opened 
its proceedings against Automatic 
Canteen, FTC broadened the action 
to involve Robinson-Patman Act 
complaints against 34 suppliers 
who had granted allegedly illegal 
discounts to the firm. 

FTC estimates that National Tea, 
which operates about 700 retail 
stores in the central states, includ- 
ing 236 in Chicago and 48 in In- 
dianapolis, distributed about 500,- 
000 coupon books, containing 25,- 
000,000 coupons with an aggregate 
cash value of $2,700,000 during a 
“multi-million dollar profit shar- 
ing plan” operated in October, 
November and December. ADVER- 
TISING AGE reported Nov. 29 that 
100,000 booklets, each containing 
55 coupons worth 10¢ apiece to- 
ward the purchase of a specified 
brand name grocery item, had been 
mailed out in Indianapolis. Started 
originally as a sampling operation, 
the coupon system included Chi- 
cago, where coupon books were 
distributed through National Tea 
stores. 


Andrews Joins ANAN 


S. James Andrews, former vice- 
president of Lennen & Mitchell, 
joined the sales staff of American 
Newspaper Advertising Network 
last week. 


NAB Expected 
to Add Video 
Unit, Top Exec 


(Continued from Page 1) 
video head must be willing to 
advise and counsel radio broad- 
casters on conversion to television, 
otherwise both will suffer. 


s Since discussion of plans for 
setting up the Broadcast Adver- 
tising Bureau unexpectedly took 
up most of the time allotted for 
the board meeting, further action 
on NAB reorganization has been 
postponed until the July meeting 
of the board in New England. 

The Wednesday session on tele- 
vision covered ground that ap- 
peared to be familiar to a sizable 
section of the members present. 
Richard Doherty, director of em- 
ploye-employer relations for NAB, 
offered some interesting figures 
on personnel requirements, how- 
ever. 

He said that 41 stations he re- 
cently surveyed had an average 
staff of 47 fulltime people and 21 
parttime personnel. 


ws In New York, TV network head- 
quarters, the average network sta- 
tion has 324 fulltime employes 
and an average payroll of $30,- 
000. He commented that video has 
inherited the highest wage scales 
of metropolitan centers and that 
feather-bedding is prevalent. New 
York video talent costs, he con- 
tinued, are lower now than they 
will be in the future, and he sug- 
gested that an integration of the 
TV staff is the only sensible ap- 
proach. 

Terry Clyne, vice-president, Biow 
Co., New York, charged that the 
standard 20-second television spot 
provided by network programming 
is “impractical and does not have 
enough impact to justify the higher 
cost of television over radio.” 

He voiced wonder at how long 
the 20-second spot will last, and 
said that 50-second breaks are 
necessary if television advertising 
is to do the job. He compared a 
full-page newspaper ad to a half- 
hour radio program in impact, and 
suggested that a half-hour video 
show has from three to six times 
the impact of a half-hour radio 
show. A one-minute TV spot, said 
Mr. Clyne, is comparable to a 600- 
line newspaper ad, when compar- 
able circulations are involved. 


ws The NAB session with the sad- 
dest overtones of the convention 
was the panel for FM broadcast- 
ers, held Monday night under the 
chairmanship of Leonard L. Asch, 
WBCA, Schenectady, chairman of 
the FM executive committee. 

A “keep up the good fight” mes- 
sage from Major Edwin Armstrong, 
“father” of FM, and a series of tape 
recordings which demonstrated to 
any skeptics who might be present 
that FM delivers a clearer sig- 
nal, over longer distances, than 
AM, started off the session but did 
little to solve the major problem 
of how to make FM self-sustain- 
ing or profitable. 

In most instances, it developed, 
FM is being delivered by AM sta- 
tions which duplicate their pro- 
oy*. as a bonus, although a few 
F stations affiliated with AM 
stations are carrying non-dupli- 
cated programs, and some are 
charging for their time. Mr. Asch, 
for example, reported that in Al- 
bany AM and FM are sold in 
combination, at a rate which in- 
cludes a charge for FM. 


s The principal problem, however, 
is the scarcity of FM sets and 
listeners, or at least the scarcity 
of identifiable FM listeners, and 
while the subject of how set man- 
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ufacturers and FM stations can 
solve the dilemma was discussed 
at considerable length, no one 
seemed able to provide an answer. 

At a meeting of Mutual Broad- 
casting System affiliates on April 
10, Carl J. Myers, director of 
engineering, WGN, Inc., suggested 
that the FCC take some of the 
frequency space away from FM 
broadcasters and assign one or 
more additional channels in the 
VHF (downstairs) band to tele- 
vision broadcasters, in the larger 
markets. 

“It seems to me,” he said, “that 
the frequency space [now assigned 
to FM] is more than FM will use.” 


a At the public relations session 
Tuesday morning, Harold E. Fel- 
lows, manager of New England op- 
erations for CBS, chided the broad- 
casters for their pessimism over 
the future of AM. 

“I’ve heard enough pessimism 
these last three or four days in 
Chicago, (if I bought and believed 
all of it) to get out of the radio 
business and find some crossroads 
grocery store or a ten-acre farm 
down in Maine,” he said. 

“If management and ownership 
are thinking and talking that way,” 
he continued, “their personnel are 
thinking and feeling that way— 
and it’s two to one they’re broad- 
casting that way.” 

Sig Mickelson of WCCO, Minne- 
apolis-St. Paul, emphasized the 
importance of local news coverage 
in building community—and ad- 
vertising—acceptance. 

“Your station’s primary face-to- 
face contact with your community 
is made through your news de- 
partment. It’s not through your 
attendance at Rotary,” he de- 
clared. “It’s made when one of 
your reporters stops in at the may- 
or’s office or calls the president 
of one of your banks about a slight 
shift in the economic situation.” 


a At the afternoon meeting, Jose 
Ramon Quinones of WAPA, pres- 
ident of the Puerto Rican Broad- 
casting Association, made a plea 
for NAB assistance in preventing 
the government-owned, 10,000 watt 
San Juan station from becoming a 
commercial station in competition 
with privately-owned outlets on 
the island. 

At the meeting to discuss pro- 
posed recording and reproducing 
standards, held on the last day of 
the engineering conference, the 
expected opposition to approval of 
the 331%4 and 78.26 r.p.m. turntable 
speeds did not develop (45 r.p.m. 
records were not mentioned in the 
standards). The board later ap- 
proved the standards. 


s The exposition, which ran con- 
currently with the convention, fea- 
tured some 75 exhibits of radio, 
television, FM, facsimile and other 
electronic devices. , 

RCA offered a package video 
transmitter and studio setup and 
a three-in-one antenna, with FM 
at the top, TV in the center, and 
AM over the whole. DuMont dis- 
played its new Telecruiser, a mo- 
bile transmitter with studio and 
living facilities. 

Balaban & Katz Station WBKB 
showed its Multiscope, which trans- 
mits time, weather, news tape and 
an advertising message simulta- 
neously. 

Leased by the sales staff of 
United Press, the device will be 
installed in 18 or 19 stations by 
July. WBKB now programs 35 
hours weekly on its Multiscope, 
with Philco sponsoring 21 hours of 
daytime each week and Pabst 
Brewing paying for 14 hours of 
nighttime telecasts. 

International News Service dis- 
played a similar device, called the 
Projectall, and the Kotula Co., 
New York, showed its new Telop, 
a television slide projector, which 
also seeks to obtain revenue for 
stations during the normally non- 
profitable test pattern time. 
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Walter Joins Hauptman 


Seymour Walter, former adver- 
tising and sales promotion man- 
ager for Universal Camera Corp., 
New York, has joined H. 
Hauptman Agency, New York, as 
account executive. 


Roberts Joins Fitzgerald 


Thomas C. Roberts, formerly ad- 
vertising manager of Corporation 
Trust Co., has joined Stephen E. 
Fitzgerald, New York public re- 
lations counsel. 


Metropolitan 


EORIA 


Now 185,000 


“52”° in POPULATION 


‘ *S. M.'s Survey of B. P. 
‘ 100,000 to 250,000 Pop. Group 


nn 
OURNAL STAR 
exes 97,000 Pui 


Nat'l. Rep’s. WARD-GRIFFITH CO. 


Retailer Urges 


*:|Co-op Efforts 


to Save Brands 


(Continued from Page 1) 

one gallon of gas, there would be 
many disappointed customers. The 
UN was sold to the public as that 
kind of an organization. In fact, 
the UN is an organization that 
goes, but it goes slowly and some- 
what spasmodically, and it uses 
up a good deal of gas. But even 
as it is, it is indispensable in the 
present state of the world.” 


ws “Brand names are like a sig- 
nature on a check,” said Fen K. 
Doscher of Lily-Tulip Cup Corp., 
moderator at a sales managers’ 
clinic. ‘“‘They make the manufac- 
turer responsible for them.” 
Although “the public is thor- 
oughly aware of the advantages to 
them from brand names,” several 
participants in the clinic stressed 
the importance of maintaining 
brand impact through distribution 
channels to the ultimate consumer. 
Vrooman Freer of Bristol-Myers 
Co. urged continuing brand edu- 
cation of wholesalers and retailers 
and their salesmen. John W. Hub- 
bell, Simmons Co., described his 
organization’s arrangement with 
United States Testing Co., which 
developed equipment for testing 
Simmons mattresses. Tests by this 
company formed the basis for Sim- 
mons’ ten-year guarantee, em- 
phasized in consumer advertising. 


Advertising Age’s _ 
"MARKET DATA ff 
_ NUMBER ~ 


a“ 


GREATE 


EST 


_ EVENT OF THE YEAR! 


ee 
PROMOTION 


Special Section 
Within the Issue, 
Digesting and Listing Ap- 
proximately 1.000 Pieces of 
Media-prepared 
Market Data 


. Regular 
Rates Apply 


will be accepted. 


clearly stated. 


Actual copies of the material 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The second annual Market Data Section of ApverTIsSING AGE 
will appear in the May 30 issue. The-idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations, and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive 
index of all available market data in all fields. 

Last year, approximately 500 separate pieces of market data 
were listed in the section, and readers of ADVERTISING AGE sent 
in requests for over 13,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but 
the material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1948, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and 
agencies, preferably without charge. If there is a charge, or 
other conditions are attached to its distribution, this should be 


4. It must be received prior to May 13, 1949. 


Market Data Editor, Apvertistnc AcE, 100 E. Ohio St., Chicago 
11, with any necessary explanatory notes. 


to be listed should be sent to 


In addition to Simmons’ own 
brand-education work among retail 
salesmen in its 10,000 outlets, U. S. 
Testing reports on Simmons’ prod- 
ucts direct to the homes of 25,000 
of these men. 


a G. W. Aufderheide of Bates 
Fabrics, Inc., pointed out that all 
factors concerned with the sale 
of specific brands should be en- 
abled to profit from them. He de- 
scribed the variety of material 
and services which Bates offers 
wholesalers and retailers. These 
range from radio and television 
scripts for retailers to _ special 
meetings and contests for whole- 
salers’ salesmen. 

Elmer L. Reibold, Cluett, Pea- 
body & Co., told how the Arrow 
brand plus displays boosted the 
sale of related items, such as ties, 
handkerchiefs and shirts. But, he 
added, these and other opportun- 
ities must be developed, “at the 
retail level.” He stressed the im- 
portance of dealer education and 
of giving retailers tie-in material. 


# At the annual business meeting 
of Brand Names Foundation, Don- 
ald B. Douglas, vice-president of 
Quaker Oats Co., Chicago, was 
elected chairman of the board, suc- 
ceeding Frank M. Folsom, presi- 
dent, Radio Corp. of America. 
Henry E. Abt, president of. the 
foundation for the past two years, 
was reelected to that post. 

Elected vice-chairmen of the 
board were W. T. Holliday, Stand- 
ard Oil Co. of Ohio, and Major 
General Julius Ochs Adler, New 
York Times. John W. Hubbell, 
Simmons Co., New York, was 
named head of the executive com- 
mittee, and Gavin K. MacBain, 
Bristol-Myers Co., was reelected 
treasurer. 

New directors elected include 
Charles T. Lawson, Nash-Kelvi- 
nator Corp.; John R. Christie, Dan 
B. Miner Co.; Roy A. Peet, Asso- 
ciation of American Soap and 
Glycerine Producers. 


@ Nine manufacturers of brand 
name products were given “certi- 
ficates of public service” at the 
luncheon’ session. The oldest 
brand cited was the 137-year-old 
“Clark’s,”’ which identifies threads 
made by Clark Thread Co., New- 
ark, N. J. 

Other companies honored were 
Conti Products Co.; J. & P. Coats, 
Inc.; Goodall-Sanford, Inc.; Sweet- 
Orr & Co.; Remington Rand, Inc.; 
Cordley & Hayes; and Cannon 
Mills. 


Lovinger Joins Irving 

Marjorie Lovinger has joined 
the continuity department of Rock- 
lin Irving & Associates, Chicago, 
as a radio copywriter. 


Po eee 


Williams Oil-O-Matic 
Announces New Line 
in National Drive 

New YorK—Williams Oil-O- 
Matic division of Eureka Will- 
iams Corp., Bloomington, IIL, intro- 
duced a new line of products and 
announced a new advertising pro- 
gram at a sales meeting held at 
the Hotel Astor here attended by 
400 dealers in this area. 

The company introduced a new 
line of oil burners and complete 
heating systems to the dealers 
and added Thermomatic windows 
to its list of products. 

Williams is launching a cam- 
paign this month in American 
Home, Better Homes & Gardens, 
Collier’s, House & Garden, House 
Beautiful, Life, Newsweek, The 
Saturday Evening Post and Time. 

In addition, both the company 
and dealers will advertise in news- 
papers and use selective announce- 
ments on stations in 15 cities 
throughout the country. 

Casler, Hempstead & Hanford, 
Chicago, is the agency. 


Prepares Laundry Film 

American Laundry Machinery 
Co., Cincinnati, has prepared a 20- 
minute sound motion picture, 
“Protecting Your Profits,” which 
shows the importance of preven- 
tive maintenance of modern, auto- 
matic equipment used by profes- 
sional laundries and laundry de- 
partments of hospitals, hotels and 
other institutions. The film is 
available for showing on a nation- 
wide basis, to local, state and sec- 
tional associations of professional 
laundry owners, institutional laun- 
dry managers, etc. 
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WBKEB Is Appointed 
Chicago TV Outlet 
for CBS Network 


Cuicaco—Columbia Broadcast- 
ing System’s network television 
shows will be aired over WBKB, 
independent Balaban & Katz (Par- 
amount) outlet here, beginning 
Oct. 13. 

Station WGN-TV and CBS si- 
multaneously announced last week, 
during the National Association 
of Broadcasters’ conference, that 
their contract—which made WGN- 
TV the Chicago CBS outlet—would 
be dissolved Oct. 12. 

Under terms of the contract be- 
tween CBS and WGN, Inc., which 
was signed Nov. 8, 1948, both par- 
ties agreed to air Columbia video 
shows over WGN-TV until such 
time as CBS obtained its own 
facilities or the agreement was 
terminated. However, six months’ 
notice was necessary to terminate 
the agreement. 

Main reason for dissolving the 
WGN-TV contract was said to be 
a conflict in network programming 
between CBS shows and DuMont 
network programs, which WGN- 
TV will continue to carry. 

Speculation over possible sale of 
WBKB to CBS at a future date 
was immediately discounted in 
radio circles here. Columbia, it 
was pointed out, still has an ap- 
plication for a Chicago video out- 
let before the Federal Communi- 
cations Commission. Its chances 
of getting FCC approval at an 
early date seem slim, however, and 
the CBS-WBKB agreement is ex- 
pected to run for some time. 


Simetz Joins Modern Age 

Frank Simetz, formerly in the 
publicity department of Twentieth 
Century-Fox Film Corp., New 
York, has joined Advertising by 
Modern Age, New York, as equal 
stockholder and will head the 
agency’s publicity and sales pro- 
motion department. 


Cook Names Forster 

O. L. Forster, former sales ex- 
ecutive with Miller Brewing Co., 
has been appointed general sales 
manager of F. W. Cook Co., Evans- 
ville, Ind., brewer of Cook’s Gold- 
blume beer. 


AGRE 


RIGHT IN YOUR OWN BACKYARD 


There’s untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro press. For information write 
Interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America's 
leading advertisers over a decade. 
MOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
Write now for this free information, 


conomical 


FULL COLOR CAR 


By Photo Gelatin, No-Screen, Process 
Inexpensive in Editions from 100 to 5,000 | 


Representing: NEW YORK GRAVURE CO. 
New York City 
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Advertising Age, April 18, 1949 


“ 


STARTING OFF—Gene O'Fallon (left), KFEL, Denver, gives Frank K. White, new 
president of Mutual Broadcasting System, his hearty good wishes at the NAB 
convention. 


San Marino Tragedy 
Coverage on Video 
- Shows Potentialities 


Los ANGELES—While the tragic 
plight of little Kathy Fiscus, who 
lost her life last week in the shaft 
of an old San Marino well, was 
making world headlines, television 
demonstrated its power and its 
possibilities in a manner that few 
Los Angelenos are likely soon to 
forget. When the public interest 
in the tragedy became apparent, 
KTLA and KTTV here went on 
the air for the longest telecasts 
on record, to follow the action un- 
til it was over. 

KTLA was on the air first, ap- 
proximately 15 minutes before 


KTTV, on Saturday evening and, 
after intermittent pickups the first 
few hours, both stations remained 
at the scene continuously with a 
total of 24 hours and 52 minutes 
of continuous coverage by KTTV, 
and 23 hours and 33 minutes by 
KTLA. 

Public interest was manifested 
by crowds numbering in the hun- 
dreds, which stood for hours 
watching the telecast through sets 
placed in windows of dealers. 
Where dealers stayed open long 
past the regular closing hours, 
only slightly diminished crowds 
remained until the early morning 
hours. 

According to William J. Quinn, 
managing director of the Southern 
California Radio & Electrical Ap- 
pliance Association, a preliminary 


spot check among dealers indicated 
that the dramatic impact of the 
telecasts served as a strong sales 
stimulant for sets. 

Radio was also on the job 
throughout, with many stations 
remaining on the air through Sat- 
urday night to broadcast bulletins 
of the progress of the rescue 
crews. 


AFA Plans Mexico Meeting 
for Pan-American Ad Union 


Representatives of the advertis- 
ing associations of the two Amer- 
icas will meet on June 2 at Mexico 
City to plan the formation of a 
Pan-American advertising union, 
according to the Advertising Fed- 
eration of America. The meeting 
has been called by the Brazilian 
and the Mexican associations after 
more than a year of exploration by 


correspondence among the groups 
involved. 

The meeting time was chosen to 
coincide with the post-convention 
trip to Mexico City of many of 
the U. S. delegates to the AFA an- 
nual convention May 29-June 1 in 
Houston. 


Dell Appoints Stecher 


Fred H. Stecher Jr., formerly 
with the general advertising de- 
partment. of Scripps-Howard 
newspapers, New York, has joined 
the sales staff of Sports Illustrated, 
a Dell publication. 


Appoints Yardis Agency 


Yardis Advertising Co., Phil- 
adelphia, has been appointed to 
direct the advertising of All- 
Luminum Products Corp., Phil- 
adelphia, manufacturer of Fold- 
away aluminum tables. 
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Names Keelor & Stites 

Towsley Trucks, Inc., Cincinnati, 
has retained Keelor & Stites Co., 
Cincinnati, to handle its advertis- 
ing. 


WHAT’S GOING ON? 


this inexpensive 

clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 
BUSINESS *. FARM 
PAPERS Pp 


GENERAL 
N MAGAZINES 
Chicago 4 


APERS 


243 Se Dearborn St 


"You Dorit Need a Dozen Rods - 
to Catch a LOT of FISH... _ 


Drawn by John Buckley whose illustrations appear weekly in Pictorial Review 


Distributed With 
The Sunday Issues Of 


BOSTON ADVERTISER 
LOS ANGELES EXAMINER 


which trade channel? 


case history 101-x 
DAYTON 


e@ Its importance as air 
capital is only one angle 
of Dayton’s appeal to sales 
managers as a test city. 


© Bursting at the seams 
...+ War and post-war... 
236,000 in Dayton proper 
... highest average hourly 
wage for skilled workers 
in the whole area . . . bal- 
anced economy of con- 
sumer and capital goods 
.. . $% billion of manu- 
factures annually! 


@ Both grocery and drug 
panels . . . good samples, 
too. 

e THE DAYTON NEWS 
and JOURNAL HERALD 
. .. represented nationally 
by Sawyer-Ferguson- 
Walker Co., New York- 
Chicago-Detroit-Los 
Angeles-San Francisco- 
Atlanta. 


Burgoyne Grocery éx Drug Jd 7 


DIXIE TERMINAL + 


¢ Proving which trade channel is 
best for a new product certainly is a 
good yardstick with which to meas- 
ure the worth of Burgoyne pre-test- 
ing for your new sales plan. 


* In this case, the national advertiser 
wanted an intensive job done in two 
iti determine whether to go 
national through drug or grocery 
channels. Large newspaper space 
was used: . . local displays and pro- 
motions were set up. Retail sales ex- 
ceeded fondest expectations. 


Get a Burgoyne pre-test proposal. 


CINCINNATI 2, OHIO 


ADVERTISING EXECUTIVES, REMEMBER THIS: You don’t 
need to buy great areas of “waste-coverage” circulation 
to win the markets you want. You can act on this fact: 


Only in PICTORIAL REVIEW can you buy separately, 
without penalty .. . even for color . . . your choice of 
from one to ten of America’s richest, Sunday Magazine 
markets. 


Exclusive, too, with PICTORIAL REVIEW are these 
big values:—‘“‘Center-of-stage”’ visibility for each adver- 
tisement; no similar product pages; reader interest an- 
chored deep in home town news. 


SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 
NEW YORK JOURNAL-AMERICAN 
BALTIMORE AMERICAN 
PITTSBURGH SUN-TELEGRAPH 

DETROIT TIMES 
CHICAGO HERALD-AMERICAN 
MILWAUKEE SENTINEL 


Consider with these the intensive, 
street-by-street, market-by-mar- 
ket guidance of the famous Hearst 
sales operating controls. Then 
see how PICTORIAL REVIEW 
can build business for you... 
right away. 


eview 

A HEARST 

PUBLICATION 
Represented 
Nationally 

By Hearst 
Advertising 
Service 
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HEN the National Safety Council 

W wanted a new, more effective way of 

saying “Be Careful!” to millions of Ameri- 
cans, it came to Puck, The Comic Weekly. 


The problem was to make people read the 
safety messages with more interest than 
ever before. And the goal was to influence 
people, change their habits, make them think 
along new lines, give them new attitudes. 


That’s why the National Safety Council 
chose the familiar little characters who, for 
a generation have pranced through the edito- 
rial pages of Puck, The Comic Weekly, and 
into the hearts of all America. The familiar- 
ity of millions of people of every age with 
Dagwood and Blondie, Popeye, Jiggs and 


I SAID PICK 
UP THOSE TOOLS, 
OEAR , BEFORE 
SOMEONE GETS 


e ™ HURT, 


a4! 


Maggie, Barney Google and Snuffy Smith, 
The Katzenjammer Kids and other world- 
famed Puck characters...their acceptance 
into the home life of families until they 
are virtually living persons...made them 
the perfect persuasive force. 


Puck, The Comic Weekly and the Sunday 
Comic Section of the Philadelphia Bulletin 
are distributed through 16 great Sunday 
newspapers, reaching 8,250,000 families in 
7400 places of more than 1000 population 
and a multitude of smaller places as well. 


rh 
ae 


Today, more than ever, Puck, The 
Comic Weekly, is a tested weapon in help- 
ing business move people to action... 
in helping it to SELL. 


THE COMIC WEEKLY 


THIS BROCHURE an 
“PUCK AND THE GREEN CROSS”, — 
DESCRIBING THE 

NATIONAL SAFETY COUNCIL’S 
UNIQUE USE OF PUCK CHARACTERS, 
WILL BE MAILED ON REQUEST. 


Read by more than 18,000,000 adults 


The Only NATIONAL Comic Weekly — A Hearst Publication ...63 Vesey Street, New York; Hearst Building, Chicago 
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